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BOOT AND SHOE RECORDER 


@UR life’s curiosity is complete! 
This week we touched the border- 
line of the ultimate. When we were 
young, we were positively intrigued 
with the ad that said: “How many 
hides has a cow?” And it wasn’t 
until we had been out to Grand 
Haven, Mich., that we saw at least 
seven—and they may split a plump 
hide into many more. 


We have seen all of the reptiles 
tanned into upper leather—the giant 
frog and all the fish of the sea. 
Butterflies have been tanned or lac- 
quered onto leather. Of human skin 
tannage we know from a visit to a 
nautical museum. 

The ultimate in tannage now doth 
appear! Not content with the epi- 
dermis of the cow, the diligent tan- 
ner has gone inside. The wrapping 
paper around the beef is one thing 
but the tripe from the stomach of 
the cow . . . that’s something else 
again. But the cable report in last 
week’s RECORDER indicated that the 
succulently edible tripe is now tan- 


nable, colorable and marketable 
and as such will appear on shoes 
and be promoted in some glorified 
terms. We recommend the material 
for men’s shoes for explorers who 
venture in Arctic exploration so 
that in a case of necessity the pangs 
of hunger may be allayed; and 
tanned and fabricated into women’s 
shoes for feminine castaways on 
desert islands—a delightful dessert. 
But when tripe is boiled and bathed 
in butter and served at Keene’s 
Chop House to a little group of shoe 
men who gather there weekly, we 
welcome the opportunity to tell the 


waiter—“Take it away and tan it.” 
* 


& 


EMPORTANT spring note for 
men! At the annual style show of 
the New York Custom Cutters Club, 
at the Hotel Commodore, they in- 
troduced a new fashion called “The 
Dawn of Tomorrow” suit—saying: 
“Short men should not wear wide 
trousers as compared to the tall, 
slim figures. Too much stress has 
been put on the width of the shoul- 
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ders and not 
length.” 

Will this have an ultimate effect 
of refining lasts, smoother mate- 
rials and trimmer patterns? The 
tailors say the average man wants 
to appear taller and more slender. 
The narrow trouser, already ap- 
pearing in London, may have its 
effect upon America and upon 
shoes. 


enough on leg 


JOHN T. FLYNN (who you may 
remember used to write for the 
Boot anp SHoe Recorper before 
he became famous as a columnist 
so that now his syndicated articles 
are read the country over), writes 
in the World-Telegram in protest of 
the tax of two-tenths of one per cent 
of business turnover proposed by 
Governor Lehman: 

“A tax on turnover at each suc- 
cessive stage in the manufacture or 
handling of a product becomes not 
only a multiplied tax but a pro- 
gressive tax on a tax. 


“Take a pair of shoes: The im- 


1939 
the 
the 


porter of raw leather pays a turn- 
over tax and sells to the shoe manu- 
facturer. The manufacturer pays 
another turnover tax on what he 
bought and on the increased value 
of what he sells to the wholesaler. 
The tax pyramiding goes on in the 
case of the wholesaler, the jobber 
and the retailer—with maybe a 
local sales tax added before the con- 
sumer is confronted with the cost 
of new shoes for the family! The 
more processings the more turn- 
overs and the higher the piling of 
the actual tax above that ostensible 
‘two-tenths of one per cent.’” 


WALKING down the line of shoes 
is a new customer and future part- 
ner in the firm of The Fontius Shoe 
Company who arrived Monday, 
Feb. 6, in no less personage than 
Harry Edwin Fontius III. Both 
mother and infant son are doing 
nicely. The father, Harry E. Fon- 
tius, Jr., is associated with his father 
and his grandfather in the Fontius 
Shoe Company. Harry E. Fontius, 
proud grandfather, is president of 
the N. S. R. A. 

Yes! Congratulations are in 
order. 


*°SEVEN pairs of shoes per year 
is the least for a woman to have 
if she wishes to maintain a smart 
wardrobe.” This big piece of news 
was a result of a research by the 
girls of the Horace Mann School; 
and publicity was given to it far 
and wide. The girls made a re- 
search in the New York department 
stores and figured out that $2.15 
per week or $111.68 a year would 
give that fashion flash to house- 
wives and business women. So they 
gave a style show and a typical 
young lady showed the public what 
could be purchased on an annual 
budget, which provides even for two 
evening gowns and an evening 
wrap, in addition to four dresses, 
two coats, a suit, two tailored 
blouses, a skirt, two sweaters, four 


Revolutionary period, hung a 
cow's tail on the door of his tan- 
nery, as a sign of his trade. 


—This was according to the custom 
of his time. 

—A simple-minded man 
passing by the shop, at 


the tail, and exclaimed:— 
“How in thunderation did that cow 
get through the knot-hole of the door 
and leave her tail behind her?" 

—Even in this enlightened age 

ont plenty of superficial 
nkers cannot see through 
a knot-hole. 

—And on the other side of the 
knot-hole might be found the 
solution of many of our most 
troublesome problems. 

—And thereby hangs a tail! 


hats, seven pairs of shoes, under- 
garments and a variety of acces- 
sories.” 

The miracle to us is not that they 
need so many pairs of shoes but 
how are they going to get all the 
rest of the apparel for $111.68. 


MIARGARET HAYDEN RORKE, 
managing director of the Textile 
Color Card Association, announces 
the following official men’s and wo- 
men’s shoe and leather colors for 
Fall, 1939: 

WOMEN’S: FRENCH COGNAC, 
a golden brandy shade. PORT- 
BROWN, a reddish wine brown. 
BORDEAUX ROUGE, a sparkling 
red wine. HARVEST WINE, a 
deep grape or purplish wine. RED 
HENNA, a lively reddish rust. 
BURNT TOAST, a tawny earth 
shade. FAIRWAY GREEN, a 
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clear true green. PARISIAN BLUE 
(repeated from the Spring card), 
a lighter-than-navy tone. 

MEN’S: Four new shades— 
BRACKEN TAN, BRITAIN 
BROWN, FRENCH COGNAC and 
BAROLO, the latter a wine brown. 
The five repeated colors are: COR- 
DO, PHEASANT TAN, YORK- 
TAN, SCOTCH BROWN and TAN- 
WOOD. 


TARLETON, stylist for 
the Baby Calf Distributors, Inc., 
New York, who is vacationing in 
Miami Beach, says: 

“One thing that impressed me 
was the growing importance of blue 
in all shades for apparel other than 
shoes. This is going to call for a 
contrast in shoes and I got an in- 
spiration for a new shade of azalea 
pink—a rather neutral shade which 
beautifully contrasts with all blue.” 


* 


EEMORY W. KRAUTHOEFER, a 
partner in the Wisconsin Shoe Com- 
pany of Milwaukee, Wis.—manu- 
facturers of Wisco Athletic shoes— 
has been named an _ honorary 


colonel on the staff of Governor 
Julius P. Heil. 


WHAT'S tops in shoes? “Whew! 
$900 for a man’s overcoat!” That 
was the startled exclamation of 
many who read the advertisement 
of Marty Walker, Broadway clo- 
thier, in The Times (which carried 
it exclusively) offering Stroock 
vicuna cloth overcoats at $900. The 
very day the advertisement ap- 
peared, Marty Walker sold one 
$900 overcoat (to a man who just 
bought his wife a $5,000 fur coat). 
But that isn’t all. The advertise- 
ment brought new customers and 
many sales of less expensive over- 
coats and suits also offered. (New 
York Times). 

DDR. HANS VOGT has resigned 
as editor of Schuh und Leder, the 
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leading shoe trade paper of Ger- 
many, to become virtual dictator of 
the shoe business. His appointment 
was made by Hermann Ludwig, 
leader of the Clothing, Textile and 
Leather Group Economics. 

Dr. Vogt becomes head of the 
shoe trade department. The official 
announcement of his appointment 
says: “He not only knows the prob- 
lems of the middle class but has 
ideas as to how the middle class 
can be helped.” 


ADORNING the wall of the office 
of L. E. Langston, executive vice- 
president of the National Shoe Re- 
tailers Association, at association 
headquarters, 274 Madison Avenue, 
New York, are a handsome set of 
horns from a native Texas Long 
Horn steer, the gift of the San 
Antonio Convention Committee 
which planned the arrangements for 
the recent convention of the Texas- 
Oklahoma Shoe Retailers Associa- 
tion and the Southwestern Shoe 
Traveiers Association, held in San 
Antonio. 


Louis F. Tuffly of Houston. 
former president of the National 
Shoe Retailers Association, made 
the presentation speech when the 
horns were given to Mr. Langston. 
explaining that the gift was in 
acknowledgment of Mr. Langston’s 
assistance in helping to formulate 
the program for the convention, 
also in recognition of the fact that 
the N.S.R.A. vice-president is a 
native of the Long Horn State. 

Mr. Langston was deeply appre- 
ciative of the gift and the kindly 
feelings that prompted it. These 
Long Horn cattle, he explained, are 
symbolical of the early life of the 
state of Texas, when the native 
herds, now almost extinct, roamed 
the plains of Texas and Mexico. 
The mounted horns are creating a 
great deal of interest among the 
visitors to N.S.R.A. headquarters, 
many of whom have never seen a 
real Texas Long Horn, and have 
little idea of the size attained by 


the horns of these animals. 


A SHOE SALESMAN LOOKS AT 
LIFE 


The world is very full of feet; 

Large ones, and small as those we meet 
in old romances. 

Some like them nude; but I oppose 

Undue exposure of the toes to public 
glances. 


Prostrated arches, bunions, gout 

Have tortured them year in, year out 
in ways pathetic ; 

And multitudes are now alert 

For healing from their latest hurt—the 
foot “athletic.” 

Has not the fate of kingdoms hung 

On nerves, by these same ills unstrung 
and edged—Precisely. 

So it would seem of infinite 

Concern that shoes should be fit not only 
well, but wisely. 

—-Lucile Reynolds 


LEGISLATION has never cured 
the economic problem of competi- 
tion between modes of distribution. 
Usually some smart brain discovers 
a way to evade, or avoid or sur- 
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mount taxation of that sort. In the 
ups and downs of chain store taxa- 
tion, these actions (this week) are 
significant : 

President Judge William M. Har- 
gest of the Dauphin County Court, 
sitting in Harrisburg, Pa., decreed 
in the chain store tax case: “The 
classification attempted in this act 
is invalid and cannot be sustained 
and that the unequal operation of 
the act . . . amounts to confisca- 
tion.” He declared the tax uncon- 
tutional as violating “the uni- 
formity clause of the state consti- 
tution.” 


But on the other hand—after a 
bitter debate the Georgia House of 
Representatives at Atlanta passed 
and sent to the Senate a chain-store 
tax measure that practically triples 
the present levy on this type of en- 
terprise. The measure fixes on 
chain stores a graduated scale of 
taxes ranging as high as $750 per 
store in the highest brackets for 
chains with 375 or more stores fig- 
ured on a national basis. The pres- 
ent chain-store tax has a maximum 
levy of $200 on each store in chains 
of 40 or more—figured on a state- 
wide basis. 


"Little Whiz Shoe Company—Mr. Blithers squeaking.” 
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First fairgoers swarm through turn- 
stiles. Two views of Golden Gate 
International Exposition on 
day. The airplane view is of 
Treasure Island, with the Court of 
the Pacifics in the center. 


They'll Ride 
To the Fairs, 


@VER THIRTY MILLION people seeking fun and 
frolic, education and enlightenment will pass through 
the turnstiles at two great fairs in 1939, with each guest 
averaging three visits, making an estimated attendance 
of 90,000,000 paid admissions! 

At the Golden Gate International Exposition, already 
going full blast, ferries and bridges are carrying 70,000 
visitors hourly at peak periods to the four-hundred-acre 
man-made Treasure Island in San Francisco Bay. 

At the New York World’s Fair transportation facil- 
ities will handle peak loads of 160,000 persons hourly. 
With an average daily attendance of 300,000, on major 
holidays ONE MILLION visitors are expected at the 
121614-acre man-made beauty spot in Flushing Mead- 
ows that for years was but a dump for ashes and refuse. 

Of the expected twenty million persons who will pay 
admission to the New York World’s Fair, 15,000,000 
will be from outside New York. Based on the same 
percentage, about 7,000,000 visitors from outside the 
San Francisco area will attend the Golden Gate Inter- 
national Exposition. Which justifies remarking that 
this, in 1939, is a “fair minded” nation. 


They°li WALK When They Get There 


on opposite 
page shows official poster 
design for National Foot 
Health Week. 


1939°S Two Great Fairs to Dramatize 
Foot Health as Millions Experience the 
Necessity of Comfortable Walking Shoes 
—Wise Shoe Retailers Will Play Them 
Up and Promote Them to the Tune of 
Larger Profits in Foot Health Week. 


Whether they come from near or far, they'll ride to 
the fairs, but they'll walk when they get there. To cover 
the roads and paths at the New York World’s Fair alone 
(exclusive of the walking necessary to see the exhibits 
in the many buildings), a visitor would have to walk 
MORE THAN TWENTY MILES A DAY during his 
estimated three-day visit. And even the more compact 
Golden Gate Exposition offers an endurance test for the 
bunion brigade! 

Whether these will be miles of misery and acres of 

[TURN TO PAGE 47, PLEASE] 
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Right, above: The “Bridge of Tomor- 
row,” now in service on the New York 
World's Fair Grounds Above, left: En- 
trance of Hall of C icati: The 
mural by Eugene Savage is dedicated to 
modern and ancient icati 


Two 160-foot pylons stand before it. 


IN these days of motor cars and easy transit facilities, 
the great majority of people ride more and walk very 
much less than in former days, when they depended to 
a greater extent on the means of locomotion that nature 
provided. Nobody wants to go back to the old days or 
the ways of living; mechanized transportation has 
opened new horizons for millions of men and women 
whose lives were formerly narrow and circumscribed. 
At the same time the dependence which people place on 
mechanized transportation facilities does unquestionably 
tend to deprive them of healthful exercise which could 


WORLD’S FAIR YEAR 


contribute alike to muscular vigor and mental tone. 

So prone are human beings to relax comfortably into 
easier modes of life, almost without realizing it, that 
some unusual occasion or event may be required to 
bring vividly to their attention the need of taking active 
measures to safeguard their health. This is particu- 
larly true in the matter of exercise, which calls for 
physical exertion that is wearisome and distasteful. 
Minimize the necessity of walking, and most people 
walk less, until some occasion arises when they are 
compelled to walk. Then, suddenly and unpleasantly, 
they discover that their feet are no longer equal to the 
strain of walking long distances, under conditions that 
impose undue stress and strain on the muscles of their 
feet and legs. 

The World’s Fair in Chicago in 1933-34 proved to 
be such an occasion. Necessity compelled the millions 
of people who visited this great exposition to walk more 
than they were accustomed to walking and to walk on 
hard pavements, floors and sidewalks that imposed a 
strain upon their feet to which they had not been ac- 
customed. The result was that these people, or at least 
the great majority of them, became suddenly and in 
many cases acutely conscious of the need of foot health. 
Many of them found that the shoes they were wearing, 
while well adapted to ordinary purposes, were not the 
types or kind of shoes they should wear when obliged 
to walk long distances and spend many hours on their 
feet. 

The result of it all was that the Chicago Fair gave a 
great impetus to the promotion of orthopedic types of 
shoes, orthopedic appliances and the general subject of 
foot comfort and foot health. Foot comfort and foot 
health stations were established at the Fair grounds, 
and retailers and manufacturers of orthopedic and com- 
fort shoes demonstrated the special features of their 
products. The subject of foot health was played up 
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Shoe Merchants in Every Section of the 
Country Will Share in the Publicity and 
Profit That Will Accrue as Millions of Peo- 
ple Attending New York World’s Fair Be- 
come Acutely Aware That Walking Is an 
Exercise Which Calls for the Right Shoe, 
Rightly Fitted for Health and Comfort 


[17] 


The New York World's Fair of ‘1939, ‘with its. vast 
areas of walking space and’ jte millions ‘of visitors, -will 
make most of these millions decidedly FOOT CON- 
SCIOUS. Many of them will have learned their lesson 
before, either from their attendance at the Chicago Fair 
or some previous exposition. They will have heard 
from others, or learned from reading, of the desirability 
of adding one or more pairs of good, practical walking 
shoes to their Fair wardrobe. Since every section of 
the country will contribute its quota to the Fair at- 
tendance, it can be assumed that shoe merchants every- 
where will share in this advance business. Others may 
not learn the need of proper walking equipment until 
their arrival. They may manage to get by without 


to Make Millions “FOOT CONSCIOUS” 


prominently in advertising and publicity, and sales of buying additional shoes, but the discomfort they are 


shoes embodying special comfort or health features un- 
doubtedly were increased as a result of this publicity. 


THAT the New York World’s Fair, scheduled to open 
April 30 of this year on a beautiful 1200 acre site com- 
prising the Flushing Meadows, in the Borough of 
Queens, Long Island, will again focus attention on the 
subject of foot health, and to an even greater extent, is 
a foregone conclusion. Transportation facilities that 
will be the last word in efficiency will carry the millions 
of visitors from all parts of the world to the Fair site 
and back again. There will also be abundant trans- 
portation facilities, modern to the last degree, on the 
Fair grounds to take visitors from one point to another. 
But the fact remains that most of the folks who go to 
the Fair will do a lot of walking in order to see the 
sights. There will be miles upon miles of walks and 
acres of floor space to take their toll of foot-weary 
sightseers. 

New York shoe merchants, undoubtedly, will make 
the most of their opportunity to sell World’s Fair vis- 
itors the types of shoes they need and should have. 
Makers of foot appliances and foot comfort devices and 
materials will recognize their chance to promote their 
products. Podriatrists and orthopedic surgeons will 
play their important roles in the treatment of foot ills. 
The Fair will create business for all of these enterprising 
promoters and sellers of shoes and foot devices. But 
its significance from the standpoint of foot health will 
be vastly more than that. 


The trylon and perisphere symbols of 
the New York World’s Fair—as they ap- 
pear two months before the scheduled 
opening of the Fair. Dazzling white, 
they ave chusted ot the heave of the Pair 


likely to experience if they attempt to cover too much 
ground afoot with the wrong shoes, will plant indelibly 
in their minds the importance of foot comfort. When 


they get back home they will be more receptive than 
ever before to the shoe man’s message of right shoes 

for every foot and for every purpose and occasion. 
From the standpoint of making millions foot con- 
[TURN TO PAGE 40, PLEASE] 
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FOOT HEALTH 


SUCCESS or failure of National 
Foot Health Week promotion, so far 
as you are concerned, depends on 
how completely your store ties up 
with the campaign through the win- 
dows and in the store—with dis- 
plays and with service. Having the 
shoes, and assuming that you have 
a program of publicity that brings 
in customers interested in foot health, 
it’s then up to the salesmen. They 
must be both competent and en- 
thusiastic. 

The customary “pep” meetings 


_ NATIONAL FOOT HEALTH 
WEEK 
} 


APRIL 10 


ITTING FEET 


FOOT: 


WEEK in the 
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LLS THAN TO CURE 


THem 


and instruction where needed will do 
a lot of good, but to sustain interest, 
atmosphere and informative displays 
are the best helps you can give. They 
not only lift the salespeople out of 
the rut, but they make selling easier. 
Customers unconsciously respond to 
the feeling that something special is 
going on that is important. 

The opposite effect results when an 
event gets a big outside build-up and 
the customer steps into a store where 
the “atmosphere” is lacking; the in- 
terest that time, effort and money 
have been spent to create is sudden- 
ly deflated, because there’s no sign 
of interest in the store. 

The decorations should be in the 
colors used by the other stores if it 
is a cooperative promotion, and the 
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appeared. How expensive the deco- 
rations shall be depends upon the 


store. But be sure to give your store 
a gala appearance. 

For the merchandise displays plan 
to emphasize and dramatize the spe- 
cial features of your shoes and ser- 
vice. In children’s shoes you may 
point out the roomy forepart that 
gives toe freedom, the snug-fitting 
arch and heel, the straight inner line 
of the sole, the broad heel base. And 
be sure to tell HOW and WHAT each 
feature does for the child’s foot. To 
this add the steps of your fitting ser- 
vice, and include the. outline of the 
experience of the salespeople who do 
the fitting. A special grouping can 
show the several changes in lasts to 
keep pace with the changes in grow- 
ing feet. 

For women’s shoes you should em- 


WINDOWS and in the STORE 


by R. E. ANDRUSS 
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Dispiage, Store Atmosphere and Selling Technique 
Will Plag Important Parts in Successfal Promotion 


phasize the style angle as well as the 
special features. Point out the color 
correctness, the smart style-right pat- 
terns and materials. And also play 
up the fact that wearing correct 
shoes, properly fitted, not only pre- 
vents future foot troubles, but gives 
greater vim and vitality NOW, so 
that the woman can live a fuller, hap- 
pier life. People buy shoes for WHAT 
THEY EXPECT TO GET OUT OF 
THEM. 

The general newspaper advertis- 
ing and publicity campaign has sold 
the idea of foot health and the ad- 
visability of taking special care of 
the feet during Foot Health Week— 
to the window displays, interior dis- 
plays and salespeople goes the job 
of showing and telling how YOUR 
SHOES and YOUR SERVICE will 
help those who take advantage of 


them. “Actionizing” this part of the 
campaign definitely helps to assure 
“point of purchase” performance, or, 
as they used to say, you've got to 
show ’em to sell ’em. 

Above all else, be sure to have 
SIZES ON YOUR SHELVES. More 
than one pair of a size where your 
sales records show a need for them, 
especially in the middle. Don’t tell 
Foot Health Week customers, right 
at the start of the season, “We'll 
order it for you.” They'll “LOOK 
AROUND”—but you will seldom see 
them again. 

When planning your displays, here 
are a few pointers it will pay you 
to remember: 

Dramatize boys’ shoes to appeal to 
their love of athletics—shoes that, 
will help them to grow up strong and 

[TURN TO PAGE 38, PLEASE] 


A Foot Health Week display that can be 
quickly installed uses a back panel of 
green lettered in black with a _— 
panel to hold the poster. Show cards 

will point out the features of the shoes. 


(NAME) SHOES 
NAME) 
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An Additional Incentive 


Hard-to-fit shoes are kept moving 
regularly at the Lorber Shoe Co. store 
in Denver by means of monthly sales 
contests in which cash awards are 
made on every pair sold and a grand 
prize is given at the end of the month 
to the man who does the most busi- 
ness on these specified items. 

Like nearly all concerns this firm 
occasionally gets fresh lots of shoes 
which are well styled and which 
haven’t anything the matter with them 
but which are a little hard to fit. The 
tendency of the average salesman is 
to neglect those items merely because 
it requires a little extra effort to sell 
them. Once fitted a shoe of this type 
is just as comfortable, gives just as 
good service as any other. But if 
there’s an easy-to-fit shoe at hand the 
salesman will usually pass up the first 
one in favor of it—unless there’s some 
inducement involved. 

The contests apply only to fresh 
lots of merchandise in this classifica- 
tion. Ordinary P.M’s are offered on 
odd pairs and other types of slow- 
movers. 

In the contests on hard-to-fit new 
merchandise a specified amount is of- 
fered for the sale of every pair. This 
money is allowed to collect and is 
paid on the first of each month. At 
that same time the salesman who has 
sold the most pairs of that type of 
merchandise is awarded the grand 
prize—an additional cash prize. 

Enthusiasm for the contests is cre- 
ated by introductory explanatory 
meetings and weekly “pep” talks. 
In the first meeting. held at the begin- 
ning of the contest, the shoes on 
which the offer is made are laid out 
and a full explanation of their qual- 


ities is made. The latér meetings are 
devoted to additional information of 
this kind plus an announcement of 
standings of the various men. 

“A patent pretty with punch(es) 

to put it over!” 

(Block’s, Indianapolis) 


—O.P.1.— 


Educating the Customer 
In the window display of the Regal 
Shoe Store, 1401 Broadway, New 
York, is a shoe cut open between the 
sole and the upper. It gives the 


IN ALL SIZES 
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he ADVERTISING CLUB OF BOSTON, 428 
of “Facts Yow Should Knew 


The Advertising Club of Boston 
gives the shoe industry a boost 
with a four column newspaper ad. 


salesman at the fitting stool a chance 
to prove the fine points of construc- 
tion much easier than by words alone. 
Customers can see how well a shoe is 
made, together with the materials 
used. 
* * 
“WORLDS of value 
at a FAIR price” 
(Father & Son, Third Ave., N. Y.) 


—O.P.1— 


Air-Conditioning 

With Spring in the offing it is time 
for retailers to give serious thought 
to the question of air-conditioning. 

When Summer comes, the sign on 
your door, “Air-Conditioned for Your 
Comfort,” is a pleasing invitation to 
leisurely shopping, and leisurely shop- 
ping is the kind that swells the totals 
of sales checks. Air - conditioning 
means comfort, and comfort is what 
the shopper is after. 

It is an aid to the sales force as 
well—for it stimulates thought and 
activity in the store and strongly im- 
presses customers with the store's 
competence. 

Most merchants have feared pos- 
sible high costs of installation and 
upkeep, but, in reality, it is moderate 
in comparison with the increased 
store efficiency and the additional 
business that invariably follows the 
installation. 

Small unit systems have been de- 
veloped in recent years which are 
ideal for small stores. They occupy 
a space only about five feet square 
and seven feet high. The units may 
be hidden away in out-of-the-way 
places, wash rooms and store rooms. 

Their cost of operation is low pro- 
viding you do not try to do too much. 
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BEST IDEA OF THE WEEK 
WHO'S UP NEXT? 


(Walk-Over Shoe Store, Franklin and Washington Streets, Boston) 


O. P. Ideator—-“What’s this system you have in- 
vented to speed up service to the customer by showing 
at a glance which salesman is ‘up’ next and which 
salesmen are not available for service on the floor?” 


Manager H. C. Sandstrom—“There it is on that 
ledge over near the door.” 

O. P. Ideator—“You mean that wooden box with 
the cards sticking out of it?” 

Mr. Sandstrom—“Yes, it is an automatic system 
which eliminates the guesswork in determining which 
salesman should be at the front of the store.” 


O. P. Ideator—“How does it work?” 


Mr. Sandstrom—“You notice that there are five 
wooden cards in a row. Each card bears on both 
sides the initial of a salesman—one side printed in 
black the other side in red. These stand on end in 
the front of the case with the initial plainly visible.” 


O. P. Ideator—“Which salesman is due to meet the 


next customer?” 


Rivix 
= 
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Mr. Sandstrom—*“Salesman B is ‘up’ because his 
initial, in black, appears at the forward end of the 
case or cabinet. Salesman T is scheduled to follow 
salesman B, but at the moment he has been assigned 
to some job other than fitting shoes and is not avail- 
able. Therefore, before leaving the floor, he turns 
his card around, so that his card shows in red instead 
of black. This indicates that he is not available for 
customer service, but he has not relinquished his posi- 
tion. If he returns to the floor before the next custo- 
mer enters, he reverses his card and retains his origi- 
nal position. If he doesn’t return in time, salesman 
R will take his place and T will then follow R. 

“With this record constantly in front of them, but 
so placed that few customers notice it, all salesmen 
are treated fairly, and all customers are served 
promptly. One salesman—and the right salesman—is 
always at the front of the store.” 


O. P. Ideator—“That sounds like a foolproof ar- 
rangement. Tell me, what are those slips in the 
second row of the box?” 


Mr. Sandstrom—“Salesmen are required to fill out 
a Lost Sales Slip whenever circumstances make it 
necessary. They are dropped in the back row of the 
box behind the salesmen’s cards. Most important, in 
the space devoted to REMARKS, the salesmen are 
asked to jot down suggestions as to what the store can 
do to keep lost sales at a minimum.” 


O. P. Ideator—“That’s the best idea I’ve heard this 
week, one that I think all retailers would like to know 
about. I think I'll attempt a sketch of the box and 
your Lost Sales Slip.” 


A variation of more than 10 degrees 
between outside and store tempera- 
ture is not recommended—over that 


the cost increases rapidly. Air-con- 

ditioning experts say that almost all 

new stores have air - conditioning 

equipment or provision for future in- 

stallation yet 90 per cent of today’s 

jobs are done on existing premises. 


“Patent is a Spring fashion ‘must’ 
and here’s one of the brightest of 
the new arrivals” 

(Garland’s, St. Louis) 


Unique Classified Ads 


An effective form of advertising has 
been developed by a Toledo lumber 
dealer. It consists of a paid editorial 
on the classified page of the local 
newspaper. 

Every morning since 1932 readers 
of the Toledo Blade have looked at 
the top of a column on the last classi- 
fied page and “chuckled, laughed, 
cursed and bought lumber—depend- 
ing on which way the day’s quip 
rubbed them.” 


Headed “Cunningham Says” and 
set in 10-point, indented type the daily 
“message” may run anywhere from 
a half dozen lines to a whole column. 
There is always a short advertising 
message at the bottom. 


J. W. Cunningham says, “To build 
a business is largely to build a per- 
sonality that people will have con- 
fidence in. If people have confidence 
in a business they are more favorably 
disposed toward it when they want 
to buy. 


[21] 
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Swagger is the word for this smart young lady—Miss 

Anne Johnston of St. Petersburg—and her stick of 

polished bamboo which she carries jauntily under 

one sleeve of her smart beach costume. The swagger 

stick of other days is back again as a combined com- 

pact and cigarette case. Gaily embroidered beach 
sandals complete her costume. 


. MIIAMI in January and February has always proved 


a good barometer of what will happen later on in the 
North. The population of the town in the Winter sea- 
son is, after all, a cross section of the population of 
the entire country, and women’s wants down there are 
the wants of women all over the country later on up 
North. Miami is particularly valuable to the volume 
manufacturer, because it does not by any means attract 
only people of great wealth with high-fashion ideas. 
The streets are packed with people from every walk of 
life—those who have thumbed their way down and those 
who came in their private yachts. And you'll see Judy 
O’Grady as often as the Colonel’s lady along Flagler 
Street and in the stores. 

Studying a cross section of women’s wants such as 
this, months before the real selling season opens, is 
extremely valuable in determining general trends on 
colors and materials and in gauging new ideas that are 
cropping up. These trends often tend to be exaggerated 
in Miami—women discard the cautiousness about prac- 
ticality and wear which they have back home in Indiana 
or Vermont—but even this exaggeration in style is a 
help to the style scout, as it brings out fashion points 


A Survey of the Soathern Style Situation and ean Interpreta- 

4 y 


in bold relief which otherwise might not be recognized 
until too late. 

Color: After talking with Miami retailers in all price 
ranges, we came to the conclusion that there was going 
to be no great revolution in the shoe business, and that 
there were still going to be a lot of white shoes sold this 
Summer! Women on the street were still wearing pre- 
dominantly white—and looking very fresh and smart 
too!—and white was being predominantly advertised 
and shown, by high and low priced shops alike. 

Miami retailers are getting the same volume of sales 
—in some cases good increases—by selling white, as 
well as color, and they say that bright color is a very 
healthy thing for the shoe business, since it makes 
women buy special shoes for special outfits. 

There is every reason to believe that this should hold 
equally true for Northern retailers and that, while their 
white sales may be what you make it next Summer, 
their all-over pairage on Summer shoes should be 
greater than before. The interest in high color will 
follow through into the North, even though to a lesser 
degree, and women will be looking for fresh new types 
just as much as they have in the past. 


Mrs. John Hemingway—the former Jane Johnson o} 

St. Louis—finds a Florida Winter very pleasant in in- 

formal colorful slacks, white angora sweater and little 
girl square-toed white pumps. 


Buyers have been talking of the rise in color so long 
in Florida that it is hard to get excited about it. But 
the fact remains that high colors are more important 
down here this year than they ever have been. They’re 
new, unusual colors, and they give you a start when you 
first see them being worn in the cold light of day, but 
once you get over the first shock, they’re swell! 

Pinks with wine undertones, purply blues, chartreuse 
yellows, off-shades of every description—they’re all 
being shown, and being worn by smart women in all 
sorts of combinations. At Hialeah there was so much 
Chartreuse and Fuchsia that it made us dizzy, and the 
two combined, or chartreuse worn with purple blue 
accessories, gave an effect that was really sensational! 
(Note to hat buyer: Hialeah was also being wimpled to 
death! ) 

With color running riot as it was, it was hard to de- 
termine how they actually lined up in sales, but the 
consensus of opinion from most buyers was that: White 
was first, Turquoise blue was second, Fuchsia third, and 

[TURN TO PAGE 30, PLEASE] 
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Retail Customer Time Is Here. And How! 


THE next eight weeks are CUSTOMER TIME in the 
shoe stores of America. Production has been at top 
speed for two months in preparation for March and 
April selling. The next slice of time, one-sixth of the 
year—belongs to the merchant—and it is for him to 
show a smiling face to the customer and to use all the 
arts of suggestion and service to give the ultimate cus- 
tomer satisfactions at the fitting stool. 

No one has ever been able to measure the thrills of 
satisfaction that come to little children in the joy of 
new footwear. That same feeling of exhilaration gives 
lifelong enjoyment to men and women who find greater 
satisfaction in shoes than in any other item of dress. 

So the months of March and April are definitely 
customer time and the industry is to be complimented 
on its magnificent presentation of new and wonderful 
footwear for women, men and children. Now follow 
through to the money. 

At the Baltimore convention there was a sign over 
D. Myers’ door, stating: “Through these doors pass the 
finest people on earth—our customers.” No better in- 
scription could be put over the shoe stores of America. 

Hats off to the American public which in good times 
and bad purchased a pairage of shoes in excess of other 
peoples the world over. 

Remember, there is as much eagerness for the public 
to buy new shoes as there is for merchants to sell them. 
The two should get together in March and April in 
mutual respect and admiration—the customer for the 
right shoe at the right price and the merchant for the 
merry music of his cash register. 

An entire industry has done its best so that shoes 
can be passed over the fitting stool in March and April 
by men and women, joyful at their work. The sour-puss 
and the stale guy have no place at the fitting stool. 

In the letter that won the gold medal in the Dartnell 
contest, H. N. Fisch wrote: “Some bird, a whale of a 
lot smarter than I am, said: ‘The gold mine of any 
company is its list of present customers.’ That’s truer 
now than ever before.” 

Contact these customers early and often. No busi- 
ness is too small nor too great to overlook the oppor- 
tunity to tell the message of Spring shoes through all 
the channels of publicity. We have always had a great 
admiration for the penny post-card as an advertising 
medium. For one cent, a message can go from store 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


to customer; and believe it or not, there may be a 
dozen readers of that message between the point of 
sending and receiving because it is a human trait for 
all who handle an open message post-card to read and 
remember what’s written thereon. 

A bit of advice on conversation at the fitting 
stool. Keep to the subject of shoes. Eschew 
politics. Avoid isms. When the customer makes 
a detour, learn the art of bringing the conversa- 
tion back to the straight line of shoes, shoes, 
shoes. The clerk has something to sell for which 
money is paid. All other conversation deflects, 
detours and delays the real object of both par- 
ties—the purchase and satisfaction of a pair of 
shoes. 

Mark my word for it, the country is fed up with 
conversation that has nothing to do with the work line. 
Washington has indeed turned to the right—and we 
hope it is more than just double talk. Secretary Hop- 
kins of the Department of Commerce said as much— 
that business and government must now work for an 
increase in national income and that the philosophy of 
redistribution of national wealth is out. As he put it: 
“A rising national income is an objective worth striving 
for because it means good homes, a decent education 
and a genuine security for the families of America.” 

The American people, particularly the American 
farmers, know that the Winter of our discontent is fol- 
lowed by a work Spring. There is much work to be 
done in America. There has been a ten-year delay in 
everything from home-building to railroad moderniza- 
tion. 

Our needs are greater than our alarms. We, as a 
people, have become very definitely American in our 
outlook. We have indeed Observed, Compared and 
Remembered. There is much work to be done and pay- 
rolls soon translate themselves into wants and needs. 

We need to impress strongly upon the American pub- 
lic that shoes come first in Springtime. If every store 
and every shoe man will do his bit to encourage the 
idea of footwear first, we will indeed be making the 
best of our opportunity. 
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A STRAIGHT LINE 


COMFORT for the CUSTOMER 
PROFIT for the RETATLER 


Build a profitable ortho- 
pedic shoe business 
with this 
FOURSOME 


STYLE $060 STYLE $278.9. 

id 7 Eyelet 

— Gypsy Tie, Stitched Pat- 


Oxford. 
SIZES 6-14 SIZES 5-12, 


WIDTHS AAAA-EEE =] WIDTHS AAAAA-EEE. 


Paz STYLE 102, In Stock, Black Unlined 
Stock, Brown Elk, Retan Blucher High Shoe, Double 


Sole. 
SIZES 34-9, WIDTHS AA-D. SIZES 6-12. WIDTHS AA-E. 


There are 
many excellent 
opportunities in small 
cities for the dealer who 
will adopt this PROFIT 
FOURSOME. Write for the plan 
whereby a dealer can start building a 
HEALTH SPOT SHOE business at 
small expense. An excellent opportunity to 
make money awaits the dealer who will follow 
this plan and see it throughh WRITE TODAY 
FOR COMPLETE DETAILS. 


4 VIL INOIS: 


THE MOST COMPLETE LINE OF CORRECTIVE SHOES IN AMERICA FOR MEN, WOMEN AND CHILOREN 
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Dear Eleanor: 


IE AWOKE this morning to find myself back in the 
Montessori class. Everyone who wears skirts seems to 


. have gone “little girl.” Gingham dirndls, hair ribbons, 


short curled bobs and romper bathing suits all go to 
achieve that demure look. 

As I sit here on the Breakers Terrace, I'll just sketch 
a few costumes as they pass my line of vision. 

Here is one checked gingham dress with Dutch Boy 
pockets. The sandals match the dress and have hooded 
heels covered in the same gingham. They have open 
toes with the instep covered with strips of gingham 
tied in little bows. 


We dropped in for cocktails at the Alibi Bar, where 
the “little girls” go to brace themselves after a hard 
day of golfing, swimming, tennis, etc. For this gentler 
sport of leaning on the rail and for general knocking 
around town, slacks or trimly tailored silk pajamas are 
the favorite costume. With slacks, bright colored raffia 
sandals of all sorts, mostly with wedge heels, are 
popular. The dressier silk pajamas, in plain colors or 
prints, are more gracefully worn with high heels. 

One particularly striking pajama had a lime colored 
chiffon blouse, rather full, with well-cut bright blue 
trousers. The sandals, open-toed and open at the 
back, were made of bright-hued bands draped over 
the instep with lift heels in the same series of colors, 
lime, blue and fuchsia. 

White predominates in clothes and shoes. Pastels 
run a close second. The more striking outfits appear 
in the bright but subtle shades. The gamut of yellows 
are popular, ranging from lemon to ripe wheat. Wine 
used as an accent to white is extremely smart. 


Our Roving Artist Makes Notes 
en Shoes and Other Fashions 
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PALM BEACH, FLORIDA 
FEBRUARY 28, 1939 


Went to a Benefit Fashion Show at the Breakers 
yesterday. The parade through the lobby to the show 
was more revealing as to what is really worn here than 
the show itself. Conservative, comfortable clothes are 
of first importance. I was surprised to find so many 
women wearing hosiery. Femininity rules. A high 


“suntan” is an exception. 


Last night on the Everglades Terrace full chiffon 
skirts whirled gracefully in the moonlight. Again white 
predominated. Short silver fox jackets are tops here 
for keeping off the night chill. Flowers for the hair are 

[TURN TO PAGE 40, PLEASE] 
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Roblee Magazine Advertising—1939 


Reraiers tell us Roblee advertising 
is the outstanding shoe advertising of the 
year. They like it because it’s different. 
They like it because it’s in full pages. 
They like it because it’s in color. They 
like it because it runs regularly, and they 
like the magazines it runs in— Saturday 
Evening Post, Life and Esquire. But they 
particularly like it because it reaches bet- 
ter than one out of two of their own best 
customers and prospective customers. 


UNITED MEN’S DIVISION, BROWN 
SHOE COMPANY, ST. LOUIS 


ROBLEE MAGAZINE ADVER- 
TISING IS LOCAL ADVER- 
TISING TO THE RETAILER'S 
BEST CUSTOMERS. 


Shoe advertising like this stands out. This 
ad appears in the April Esquire—out 
March 15. It is a four-color page. Other 
four-color pages for April are in The 
Saturday Evening Post and Life. 
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Shoes: Blonde tones. 

Stockings: shoes. 

Handbag: Royal blue. 

Gloves: Beige like shoes. 

Hat: Royal blue with bright multi-color 
feather or ribbons. 

Other accessories: Jewelry, bouton- 
niére, belt, etc. picking up the beige 
and hat colors. 


ENSEMBLES IN THE MINOR 
With Muted Shoe Colors 


Shoes: Light purplish wine or fuchsia. 
Stockings: Blending with shoes. 
Handbag: Matching shoes. 

Gloves: Deeper, richer purple tone, 
blending with shoe color. 

Hat: Glove tone with brighter shoe 
color in trimming. 

Other accessories: The two purple 
tones in belt and boutonniére. Little 
touches of pink and light green in 
jewelry, etc. 


For the smart woman who gets about this Spring 
—in town or the country—the tweed ensemble 
is the thing in colorful and bold plaids, stripes, 
checks wd herringbone weaves. In the costume 
shown here, warm beige‘is the dominant color 
with a bold mixture of two or three leading 
fashion colors. This combination allows for any 
number of high style shoe colors, such as the 
blonde and fuchsia tones suggested here or a 
conservative, but smart, use of brown, rust, tan, 


natural and white. 


Shoes: Rust to Brown family 
Stockings: Beige, blendi 


‘with cos- 


tume tone. 


Duet in Town and Country 


Shoes: White or natural with tan. 
Stockings: Light sun tan. 
Handbag: Coral. 
Gloves: Costume beige tone. 

Hat: Coral of handbag. 

Other accessories: Touches of coral, 


green, white, clear yellow. 


Tweeds 


\ ENSEMBLES IN THE MAJOR 
Al 

- oe ag Hat: Costume beige with blue and rust 
trimming, if rust shoes. Red of bag, 

Handbag: Matching shoes, if rust. A Other accessories: Rust, blue, clear 

a clear harmonizing red, if brown yellow, with rust shoes. Red, blue and 

RSs wa Gloves: Clear medium blue, if rust 

a ' shoes. Beige of costume, if brown 


THE 
FIBRE CONTENT 
OF ANY SOLE 


LEATHER 
RUNS STRAIGH 


OR REGULAR AS 
INDICATED 1 
HERE 
LOOSE. J 


ove 


KNOW THE STRUCTURE OF 
_ SOLE LEATHER IS TO BE BETTER 
PREPARED TO SELL SHOES 


“A forest of fibres”—that’s the way the structure of sole leather has been 
described. It is an apt description as our pictures show. On the quantity and 
quality of the fibres, the goodness of sole leather greatly depends. The tanning 
and finishing adds much to desirability also. At this point, many things done, 
can very definitely affect results. They can mean the difference between just 
another piece of sole leather and sole leather that is something apart from the 
ordinary. The tanning of 


KISTLER “BENCH BRAND” SOLE LEATHER 


is carried forward in the most thorough way. The vegetable tannage by the 
lay-away-vat process, has been adhered to from the start of our business. 
There is no discounting the superior merit of sole leather thus produced. There 
can be no hurry-up, hit-or-miss result by that time-taking, watchful-waiting 
work. Expediency has never dictated a compromise with the quality for which 
the Kistler BENCH BRAND trade mark stands. Study our pictures. A 

their story in your sales work. 


N. B. . . OUR ILLUSTRATIONS ARE NOT PHOTOMICROG 


RAPHS OF SOLE LEATHER. 
THEY WERE DEVISED ONLY TO INDICATE THE 


DIFFERENCE WE DESCRIBE. 


FOUNDED - 1840 


_]- BOSTON - MASS 


Y 


INDICATING 
T 


THICK 7 
FIBRE 
OF KISTLER 
"BENCH BRaND 
SOLE 
LEATHER 


Our illustration shows Kistler 
BENCH BRAND sole leather in the 
cut-sole form in which it goes to shoe 
factories. The “BENCH BRAND” 
mark is a grade mark guaranteeing a 
selection from the best section of the 
hide. It becomes a valuable asset to 
dealers when customers are made 
familiar with it. 

! 


CHART OF A SIDE 
OF SOLE LEATHER. 
KISTLER 
“BENCH BRAND” 
SOLES COME FROM 
PART COVERED BY 
I OUR TRADE MARK. 


FIRST GRADE 
| 


WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN. 1012 NORTH THIRD STREET, MILWAUKEE, WISCONSIN 
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Yellow fourth. After these came all 
the other colors—wines, and other 
shades of blues, chartreuse, pink, 
beiges, etc. Royal blue and green, so 
popular last year, have dropped pretty 
well out of the picture, and prints are 
also in a very small minority. 

Tan and white is off in the higher 
price ranges, although it is better in 
sandal types than in spectators. The 
old tip and fox spectator is definitely 
on the decline and is being replaced by 
sandal types with unusual placing of 
the tan on white. Solid colors are far 
better than color with white this year. 
Women prefer them even without small 
appliqués or pipings of white, which is 
quite a change from last year’s combi- 
nations. 


Trends in Materials 


Materials: Although all materials are 
being shown in shoes, some are better 
adapted to certain popular treatments, 
and some show up the new colors bet- 
ter, but in general the shoe is sold 
because of the certain treatment or be- 
cause of the color rather than because 
of the material. 

Doeskins take the new colors beau- 
tifully and consequently are again be- 
ing sold widely in Miami. This mate- 
rial has been extremely popular there 
for the last few seasons and again leads 
the rest as far as volume sales are con- 
cerned. An important thing to remem- 
ber about these Summer suedes, how- 
ever, is the fact that there is practi- 
cally no cleaning problem in Miami as 
compared to the industrial cities of the 
North, and consequently it is somewhat 
more popular there than it probably 
will be later on in the North. 

Kidskins are definitely on the rise, 
due again to the fact that they look 
very well in the new cosmetic colors 
and also to the fact that they are par- 
ticularly well adapted to the pleating 
and draping treatment which continues 
strong. Calfskin still makes up into 
very crisp looking, wearable white 
shoes and is again being sold in good 
volume in all price ranges. 

A few prints, a few embroidered and 
pastel linens were being shown in spe- 
cial accessory tie ups. 

Mesh is the biggest item in the fab- 
ric field and is being shown and sold 
widely. The very high priced shops are 
losing interest in it, but the medium 
and lower price stores are promoting 
it with excellent success. There are 
just two patterns which are necessary 
in the mesh field—the high front, open- 
toe, open-back sandal, and the open-toe 
tie—and these two types are seen in 
all window displays and in good num- 
bers on the street. Mesh is being sold 
in the pastel colors as well as all white, 
and is moving quite well in wheat com- 
bined with Fresh Earth. 
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MEMO on MIAMI 


[CONTINUED FROM PAGE 23] 


Types: Much to everyone’s sorrow— 
the retailers’ as well as manufacturers’ 
—there seems to be no one thing in 
Florida which has possibilities of being 
the one big sensation of the season. 
Last year it was wedge heels, the year 
before it was multicolor sandals, the 
year before that, white patents. This 
year everything is good but noth- 
ing is a ball of fire, so that it looks 
as though shoe men are going to have 
to play everything rather than concen- 
trate on one theme. 

Style shoes can be pretty generally 
classified into two general types: (1) 
The low heeled, stubby looking, play 


What Miami Survey Showed 


Materials are not vitally important as 
such, although doeskins will be as strong 
as last year and kidskins are definitely on 
the rise. Kid shoes are best when pleated 
and draped. Calfskins continue strong. 

Mesh, in white and pastels, will be real 
volume among the Summer fabrics. 

Volume style types can be classified into 
two divisions—the low heel play shoe and 
the dressy open toe pump or sandal on the 
high heel. 

Open toes and open heels will attain 
ereater volume than ever before, be it in 
the North, South, East or West. 


shoes, and (2) the high heeled, ex- 
tremely feminine pumps and tie san- 
dals. There are plenty of medium 
heeled shoes being sold in more con- 
servative types of course, but it is the 
two extremes that are doing the style 
business. 

In the first group—the low-heeled 
play shoes—fall the Dutch Boy types, 
which are following their Fall and 
Spring success and are moving quite 
well in opened-up versions. The walled 
last gives plenty of toe freedom to the 
wearer, and it makes a good closed toe 
type to wear after open toes, or alter- 
nating with them. We were in one 
store when a woman tried on a pair 
and heard her exclaim joyfully that 
they felt like house slippers on her feet! 

The wooden-soled clogs are another 
manifestation of the play influence, God 
forbid, and their quiet-shattering possi- 
bilities are apparently very well liked 
by school girls. We would like to sug- 
gest that being shod with horseshoes 
might give an equally ear-compelling 
effect, but are afraid that they might 
take us up on it! 

Woven sandals of Raffia, new em- 
broidered effects, and Huaraches are all 


peasant versions of this play influence. 
Huaraches, particularly, are being seen 
everywhere. The most successful ver- 
sions have gotten away from the origi- 
nal native type of Mexican sandal and 
are now being made into real American 
shoes. They are woven shoes rather 
than native Huaraches, and while they 
show the Mexican influence very 
strongly, they are superior to it in 
wearing and fitting qualities. So far, 
natural is the best selling color in these 
shoes, with tan and white, then all- 
white following. 

In the higher price stores, the stubby 
looking play shoes take more elaborate 
form than the Huarache and are done 
in little suede or calf open toe sandals, 
often with interesting appliqués of 
leather carrying down onto the heel. 
They are frequently shown with keg or 
poker chip heels, and sometimes with 
half- or the new toe-platforms. But 
they fill the same place for the wealthy 
women that the woven shoes do for the 
lower-income woman, and they all fol- 
low the lead of the Play Influence—the 
most important single influence in wo- 
men’s fashions today. 


Dressy Pumps and Sandals 

The other type of style shoe, as op- 
posed to the play shoe, is the very 
dressy pump or sandal. Pumps are by 
far the best sellers in these higher 
heeled shoes, and some high-fashion re- 
tailers in Miami went so far as to say 
that “strap sandals are out.” Certainly, 
pumps were in the majority, in all pos- 
sible versions—open toes, open heels, 
raised fronts, dipped sides (in the 
Zuyder Zee line), big bows or flowery 
rosettes at the throat—and when strap 
sandals were sold they often tied in a 
knot at the instep instead of buckling, 
thereby getting a newer look. 

Platforms are most important on the 
low-heeled types and are being pro- 
moted as a comfort feature in the arch 
types. 

Open toes are accepted in Miami as 
basic and create no comment. Every- 
thing is open toes just as a few years 
back everything was closed toes, and 
retailers and customers appear to ac- 
cept them as such. Open heels are 
also seen in large volume, and prob- 
ably the one outline seen more than 
any other is the open-toe, open-heel 
pump, usually buckled or gored at the 
back. 


In most cases the shanks are closed 
on these types of shoes so that “open 
on the ends and closed in the middle” 
would describe most shoes in Miami 
pretty well. 

Of course, here again caution has to 
be exercised in following the resort 
business too closely. In the Summer 

[TURN TO PAGE 53, PLEASE] 
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onval for Natural Bridge Shoe 


VERTISING + REPUTATION - 


itters, in active preparation, on 


im-STOCK 


Above Right: Stock No. 4178—White — 
Buck Kid Spectator Sports Pump, — 
doponica Tan Calf Tip and Foxing, 
Japonico Tan French Binding. Kid 
Quorter Lining. Close coupled Back 
Part. Built-in Arch, Cushioned Heel, 
Instep and- Metatarsal. Uco-Lockstitch 
Process. 18-8 Natural Leather Spectr 
Heel, Lea. Top Lift. Sizes in Steck; 


Zhe THESE NATURAL BRIDGE 


Bocans they are designed for your customer's longest season and 
because she'll wear them through Spring and Summer with all her casual 
clothes, our Stratton and Dale styles are two of your most important 
Natural Bridge Shoes during March. She'll literally live in this white spec- 
tator sports pump or oxford with its smart Japonica calf trim . . . perfect 
for early Spring wear with her pastel wool dress or tweed skirt with 
neutral cashmere cardigan and multi-colored plaid jacket. Later she'll 
walk with coolest comfort in them with her crisp cottons and linens in 
pastels and bright colors. As this combination of white and rust is 
especially suited to the very important White, Maize and lighter Greens 


‘NATURAL BRIDGE SHOEMAKERS 


LYNCHBURG VIRGINIA 


DEALER HELPS 


PROFITS - 


Starvice 


Buck Kid Spectator Sports Tie, Japen- 
Tip, Lace Stey and Fox- 
punched through Vamp, 
ining. Soft Boa Toe. Close of 
Part. Built-in Arch. Cush- 
Instep and Metatorsol, 
BEN 

FOR MGR SPECTATOR SPORTS 
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<i Bui le does know that the 
Summer shoes stay neat and 


that this pair is more 
ble in the toe because 


re no wrinkled linings. 


stinctively, she pays her 

to Celastic in going back 

le same store — or in asking 

e same brand — when she 
s her next pair of shoes. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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(Vow (Castle 


New Castle Powder Tones are a mellow follow-up to our 
brilliant success in cosmetic shades. From the creamy 
tone of Ecru, to the deep sun tan of Burnt Toast, these 
five shades are graduated to complement summer com- 
plexions and summer costumes. In New Castle's glazed 
kid, they represent luxury and individuality to women 
seeking a new shoe fashion note for this summer. 
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2 Pastel Parchment, No. 625 a 
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New Crstle Allied (Xid 


100 Gold Sreet, New York 
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BUILD A BIG BUSINESS 


TL 


11 STYLES 
SIZES 2 to 8 
B to E 
ALWAYS 
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4 
SHOE 
Childnen 


By WATERBURY 
Reg. U. 8. Pat. Of. 


Send for 
Folder 


Manufactured Exclusively By 


S. WATERBURY @ SON co. 


QUALITY FIRST SINCE 1820 
62 Schenectady Ave. Brooklyn, New York 


Philadelphia Foremost Hotel 


eee 
ree 


1. Foremost in size—1200 rooms, all with 
bath, circulating ice water. 
2. Foremost in value—more for your 
money in honest-to-goodness 
3. et in location—at Chestnut and 
Ninth—in the heart of Philadelphia. 
4, Foremost in food—3 excellent restau- 
rants. Air-conditioned in the summer. 


The BENJAMIN FRA 


SAMUEL EARLEY, Managing Director 


* 


BOOT anv SHOE RECORDER, March 4, 1939 


Fort Worth Shoe Men Plan 
Ahead for 1940 Convention 


Glen Jones, Newly Elected President of Texas- 
Oklahoma Retail Association, Honored 
at Banquet . 

Fort Wortn, Texas—San Antonio shoe retailers 
did such an excellent job in planning and staging the 
convention of the Texas-Oklahoma Shoe Retailers Asso- 
ciation in their city in January of this year, that the 
merchants of Fort Worth, where the convention is to 
be held next year, have already started to plan and 
organize for the 1940 convention, which is expected to 
attract a record attendance from the entire Southwest. 


GLEN D. JONES 
President, Texas-Oklahoma Shoe 
Retailers Association 


Glen D. Jones, of Fort Worth, newly elected presi- 
dent of the Texas-Oklahoma association, was honored 
recently at a banquet attended by the local association 
at the Hotel Texas. Plans for the 1940 convention were 
discussed and Gus Daniels was appointed general chair- 
man of the committee which will have charge of the 


arrangements. 

Fifteen of the conventions of the Texas-Oklahoma 
Shoe Retailers Association have been held in Fort 
Worth, it was pointed out by Dave L. Tandy, who 
presided at the banquet, ihe last one held there being 
in 1938. It is expected that the 1940 convention will 
eclipse all of its predecessors, and active preparations 
are already underway to that end. 

It has been the custom for years for the Southwestern 
Shoe Travelers Association to hold their convention at 
the same time and in the same place as the Texas- 
Oklahoma* Shoe Retailers Association, and this pro- 
cedure will be followed again next year, so that retailers 
who attend will not only have an opportunity to meet 
their friends among the travelers but also to inspect the 
lines of leading manufacturers represented in this ter- 
ritory. 
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SHOE 


| LIN 


SHOE DRESSINGS 
ARE SOLD ONLY THROUGH 
THE SHOE TRADE 


make plenty --- 
i nditionally guaranteed 
to give complete satisfaction to your 
customers or WE will refund their put 


Hecker Products Corporation, 
York — Indianapolis. 


a COMPLETE LINE 


1 CREMES. Black, Brow®, and Neutral. 
Keep smooth leathers soft and pliable. 


2 suEDE CLEANERS. Black, Brown, 
Blue, and Neutral. Clean soiled suede shoes 
with applica- 


3 GABARDINE CLEANERS. Black, 
Brown, Blue, and Neutral. Remove soiled 
from i 


spots and dusty @ 
shoes of all kinds. 


4 WHITE CLEANER. Removes stains, 
whitens quickly, and absolutely will not rub 
off. Cannot harm leather. Also a new 

shoe soap. 


Dressings — the quality line sold exclu- 
in TUXE DO a ere This complete line of shoe dressings 
is priced to retail at 25¢ a bottle. That 
_ SHOE i means more than 40% profit for | 
CRE ME every time you make a Tuxedo sale. An 
: i TUXEDO Ask your j obber today about Tuxedo. 
= crew! ay Try it.. _see how easily and quickly 
TUXEDO and restore : 
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GRETAL 


The GRETAL is a true counterpart for girls of the original 
AMSTERDAM for men. This 1939 model is one of the 
authentic types that will prevail for active and spectator 


sports wear on campus and elsewhere from early 
Spring through late Fall. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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ON AND OFF... easy as a slipper 
Colt-Cromwell makes all types of boots 
Some with patented feotures ... all 
with distinctive styling. Write for catalog 
and name of your dealer. Dept. L-417. 
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STOUGHTON, M 


met 


LE, 
ASS. 
New York Ci 
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vigorous, with healthy feet and strong 
legs so essential to every he-man sport 
or occupation. Tell girls and young 
women that beauty of face and figure 
begin with healthy feet — and that 
wearing correct shoes right along gives 
them more vim and vitality, so that 
they can enjoy life more. 

Demonstrate to men HOW the shoes 

are constructed and what it is designed 
to accomplish. Men still cling to the 
boyhood instinct to take things apart 
to see what makes them go. They want 
to know prices, too. For women, young 
or older, your ads should convince 
customers that the new “orthopedic” 
shoes are so smartly styled and fashion 
right that only the wearer can tell that 
they combine comfort features also. 
And don’t neglect those who have foot 
troubles, who will be interested in what 
your shoes and your service will do for 
them. 
If the display idea is good, the set- 
ting can be simple and inexpensive, and 
still get a lot of favorable attention. 
Also remember that there is no need of 
staying until “all hours” the night be- 
fore Easter to install the Foot Health 
Week display. Everything can be made 
ready ahead of time, and put in place 
in a few minutes. 

One idea (first suggested two years 
ago) that has worked very well, and 
should be excellent this year to com- 
bine the dramatization of style and 
comfort in feature footwear, is to mask 
an elevated platform with a compo- 
board front having an opening knee- 
high, and several feet long, and using 
a model to show off the shoes. This can 
be used in the window and in the store. 

Another is to hold a limerick con- 
test, selecting well-known persons to 
serve as judges. As they come in, the 
limericks can be used in the windows. 
Here is a suggestion to use in the first 
announcement of the contest: 


There was a young lady named Jane 
Whose shoes always gave her a pain, 
But that was before 

She came to Smith’s Store— 

Now she’ll never have foot pains again. 


And here are show card wordings 
for Foot Health Week: 


You can’t feel fit when shoes don’t fit. 

Aching feet put lines in your face. 

The foundation of health is the care of 
your feet. 

Spring’s in the air—Put Spring in 


your step. 

Improper shoes make one clumsy, tired, 
ill-tempered and inefficient. 

If your feet tire quickly, have them 
examined at once. 

Youthful feet will keep your mind and 


body 

Walking is the best exercise—and the 
cheapest. 

Do not wear shoes that make you 
slump, or sway or teeter. 

It takes eighteen years to grow a pair 
of feet. 
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Foot Health Week in the Windows 


[CONTINUED FROM PAGE 19) 


Shoes that pinch your feet leave no 
‘room for enthusiasm. 

Stumbling children aren’t naturally 
clumsy; often it’s weak arches. 
Correct shoes correctly fitted afford a 

real Spring tonic. 


N. E. 1938 Shoe Output on 
Par with °37; U.S. Drops 


Boston, Mass.—Total shoe produc- 
tion in United States in 1938 amounted 
to 388,336,780 pairs, representing a de- 
crease of 24 million pairs, or 6 per cent, 
from the 411,968,780 pairs produced in 
1937, according to an analysis prepared 
by the New England Shoe and Leather 
Association based on preliminary fig- 
ures issued by the U. S. Bureau of the 
Census. 

The only kinds of footwear to show 
a& gain in output in 1938 over the year 
previous were misses’ and children’s 
shoes, of one per cent; and athletic 
footwear, whose gain is 5 per cent. All 
other kinds of footwear showed losses 
in this period. Output of men’s dress 
shoes declined 7 per cent, and work 
shoes 4 per cent, and youth’s and boys’ 
shoes 2 per cent in this period. Infant 
shoes declined 7 per cent. 

The production of women’s leather 
shoes totaled 146,564,425 pairs, a de- 
cline of 1.5 per cent from a year ago. 
All fabric shoes, mostly women’s, de- 
clined 13 per cent, while part-leather 
and part-fabric shoes declined 37 per 
cent. 

Production in the New England shoe 
industry, centered in Massachusetts, 
Maine and New Hampshire, amounted 
to 139,098,031 pairs in 1938 as com- 
pared with an output of 139,867,413 
pairs in 1937, represent a decline of 
less than one per cent. The New En- 
giand shoe industry thereby made a 
better showing than did the industry as 
a whole, which showed a decline of 6 
per cent in this period. This is also 
indicated by the fact that New En- 
gland’s share of total production in the 
industry amounted to 36 per cent in 
1938 as compared with a 34 per cent 
ratio in 1937. 

Massachusetts led all other states 
with a production total for 1938 of 75,- 
714,759 pairs, which is 6 per cent below 
its 1937 output. New York State fol- 
lowed with an output of 70,990,667 
pairs, a decline of 14 per cent from 
the previous year. 

Both Maine and New Hampshire 
made very substantial increases in pro- 
duction in 1938. The shoe industry in 
Maine produced 26,874,151 pairs in 
1938, a gain of 8 per cent over 1937. 
New Hampshire’s output of 36,509,121 
pairs was 5 per cent greater than the 
year before. The only other major 
shoe state to make a gain in 1938 over 
1987 was Pennsylvania, with an in- 
crease in shoe production of 3 per cent. 


N 
7! 


arr ra’? 


abe? Rar 


Bee 


BOOT ann SHOE RECORDER, March 4, 1939 


AND WE MEAN THE WORLD'S 
MOST DIFFICULT . . . NOW 


OF THE BASIC LASTS 
FIFTY OTHER STYLES 


IN STOCK! 


#2006—Harmony Last— 
Brown llama ‘Patricia’. 
A sport shoe for Tailors 
Bunion. 14/8 Leather 
Heel, Rubber Top 
AAAA to D. 4 to 10. 


A Summer Perforated 
Dress Tie tha 


fourth and fifth toe. 
14/8 Wood Heel. AAAA 
to D. 4 to 9%. 


Be the first in your town to 
serve the customer everybody has 
“booted” out of the store because 
they could not fit her comfortably. 


THE ORIGINAL AND MOST 
COMPLETE ‘“UNADULTER.- 


ATED” ORTHOPEDIC PRO. nite Kid’ A 
GRAM IN AMERICA. A 


long counter. 12/8 Wood 
Heel. AAAA to D 


“MILLER LASTS HAVE 
ALWAYS BEEN FIRST” 


#1963—Tredmor Last—Black 
Kid “Victoria”. For the 
most acute foot sufferer. 
"eet, and Corns. 

Wood Fiee! AAAA to - 
“Foot Action” with hion 
Favor in Ortho ics. 10/8 

Leather Heel, Rubber Top. 
AAAA to E. 3 to 10. 


Les Angeles, Cal. 


THE MILLER SHOE COMPANY ... COOK and ALFRED STS. . . . CINCINNATI, OHIO 
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CHICAGO Office 
1208 Republic Bldg. 
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ro-tek-tiv Shoes 


HELP NORMAL FEET GROW NORMALLY... 


And are truly “The Shoes of Tomorrow — Today” 


Grading 


Little feet don’t just grow uniformly in all dimensions. They change shape 
and size during the process of development. 
Most lasts are uniformly proportioned for a full size run (covering about 


four years’ growth) 
tions in each size run. 


this same practice prevails through all of the runs from infants’ to growing 


girls’. 


The photograph here shows the changes in toe line and contour of the shoe 


Pro-tek-tiv Shoes are NOT. There are TWO gradua- 


In the 124% to 3 run, for example, we show one 
grading for sizes 1244 to 1 and another proportion for sizes 144 to 3. And 


in each size group, gradual, but readily recognized. 


All of the Pro-tek-tiv story is told in our new book and catalog “The Shoes 
of Tomorrow—Today,” now available if you send for it. 
the features of the shoe by actual photographs, and illustrates the many 
styles of Pro-tek-tiv shoes carried in stock. It should be on your desk. 


“News About Shoes” 


READING, PENNSYLVANIA 


It shows many of 


World’s Fair Year 


[CONTINUED FROM PAGE 17] 


scious, therefore, the New York World’s 
Fair of 19389 becomes an event of the 
greatest importance to every shoe man 
in the country, wherever his business 
may be located. Merchants should not 
miss the opportunity to tie in with the 
publicity that will result. National 
Foot Health Week, April 10-15, is 
timed perfectly to give the retailer a 
chance to remind his customers, many 
of whom will be going to the Fair, of 
their foot and shoe needs a full fort- 
night in advance of the opening date. 


Wherever you are located, and what- 
ever kind of a shoe business you oper- 
ate, there is a profitable opportunity 
for you in promoting the kinds of shoes 
people will need for World’s Fair at- 
tendance. And National Foot Health 
Week will give you your first big op- 
portunity to tie in with others in the 
biggest shoe publicity the nation has 
ever experienced. 


Pencilings from Palm Beach 


[CONTINUED FROM PAGE 26] 


practically standard equipment. San- 
dals are of the lightest sort, mere ex- 


euses for shoes. I have almost forgot- 
ten what a real shoe looks like! The 
draped type plays the stellar role with 
gold and silver fish net slippers very 
nearly as popular. Am sketching here 
in the margin for you one pair of white 
quilted satin slippers with platform 
soles, studded with colored stones. 
With this note of Arabian Nights 
splendor I'll leave you and go out to 
get sand in my own sandals. For 
there’s a superstition here in Florida 
that if sand gets in your shoes you 
will return next year. 
Sketchily yours, 
MADELINE HEWES 
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THIS WEEK IN THE SHOE TRADE 


Saturday, March 4, 1939 


National News 


Color Card Association to Cooperate 


Will Show Official Fall Colors in Leathers and Costume 
Fabrics at N.S.R.A. Style Conference 


New York—L. E. Langston, execu- 
tive vice-president of the National Shoe 
Retailers’ Association, has announced 
that the Textile Color Card Association 
will cooperate officially in the N.S.R.A. 
Style Conference at the Waldorf-As- 
toria, March 27 and 28. Mrs. Margaret 
Hayden Rorke, managing director of 
the Color Card Association, will have 
on display during the conference a 
showing of the new Fall and Winter 
colors, both in leathers and costume 
fabrics. 

The style conference is one of the 
principal activities of National Shoe 
Retailers’ Association, and is held twice 
_@ year by the N. S. R. A. in conjunc- 
tion with the showing of leathers for 
the coming season under the auspices 
of the Tanners’ Council of America. 

The colors to be shown by the Textile 
Color Card Association will be on dis- 
play during the opening session of the 
Style Conference Monday forenoon, 
March 27, and will also be available 
for the use of the several style com- 
mittees during their meetings. 

The program for the opening morn- 
ing of the Style Conference will in- 
clude a fashion show featuring cos- 
tumes for Spring and Summer with 
appropriate shoes and accessories. The 
purpose of the style show is purely one 
of merchandising and promotion with 
the object of giving the retailers ideas 
which will assist them in merchandis- 
ing the shoes and accessories they own. 

In the grand finale of this show it is 
proposed to give the audience a “Peep 
into Fall” by showing the new Fall 
colors in fabrics and leathers in a novel 
and original manner. 

The style conferences will follow the 

[TURN TO PAGE 50, PLEASE) 


DATES TO REMEMBER 


Buffalo Shoe Style Show, Hotel 
Statler, Buffalo, N. Y...March 5, 6, 1939 
Official Opening of American Leathers 
and Style Conference for Fall, 1939, 
Waldorf-Astoria Hotel, New York 
March 27, 28, 1939 
Monthly Shoe Buyers Days, Chicago Shoe 
Travelers’ Assn., Hotel Morrison, Chi- 
cago, March 27, 28, 1939 
Fall Opening Shoe Fashion Guild of 
America, Hotel Biltmore, New York 
May 9, 10, 1939 
Annual Convention, Illinois Shoe Re- 
tailers and Shoe Travelers, Pere 
Marquette Hotel, Peoria, Til. 
May 21, 22, 1939 
Southwestern Shoe Travelers Associa- 
tion Style Show and Market Season, 
Adolphus Hotel, Dallas, Texas 
May 28, 29, 30, 31, 1939 
12th Annual Boston Shoe Fair, Statler and 
Copley-Plaza Hotels, Boston, Mass. 
June 5, 6, 7, 8, 1939 
Midwest Shoe Fair, Netherland Plaza 
Hotel, Cincifnati, Ohio 
* June 11, 12, 13, 1939 
lowa Shoe Travelers Association Con- 
vention and Style Show, Des Moines, 
Iowa June 11, 12, 13, 1939 
Annual Convention, California Shoe 
Retailers Association, Hotel Bilt- 
more, Los Angeles, Calif. 
June 12, 13, 14, 1939 
Annual Convention, Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 
June 18, 19, 20, 1939 
Michigan Summer Shoe Fair, Pant- 
lind Hotel, Grand Rapids, Mich. 
Jane 25. 26. 27. 1939 
Pennsylvania Shoe Travelers Associa- 
tion Tri-State Shoe Mart, William 
Penn Hotel, Pittsburgh, Pa. 
July 9, 10, 11, 1939 


Daniels Chairman of Next 
Texas-Oklahoma Show 


Fort WortH, Tex.—M. A. (Gus) 
Daniels was named general chairman 
of arrangements for the convention of 
the Texas-Oklahoma Shoe Retailers 
Association which will be held in Fort 
Worth, Tex., in January, 1940, at the 
banquet given by the Fort Worth shoe 
men’s club recently, honoring Glenn D. 
Jones, manager of the Florsheim Shoe 
Store, at 806 Main Street, in Fort 
Worth, who was elected president of 
the association at the state convention 
in San Antonio in January. 

The shoe men’s club, which is an im- 
portant factor in getting so many state 
shoe men’s conventions for Fort Worth 
in recent years, plans to meet once a 
month during the coming year to carry 
out plans, mapped at this banquet, for 
the next convention. First step was to 
name Mr. Daniels, who is head of the 
Walk-Over shoe stores in this section 
of Texas, chairman of event. 

Fifteen of the 26 conventions of 
the shoe retailers association have been 
held in Fort Worth, according to Dave 
L. Tandy, publicity chairman for local 
club, who presided at the banquet. 


MacDonald Has New Line 
in South 


AUBURN, Me.—Norman M. Macdon- 
ald, who for some years past has been 
traveling salesman for the C. V. Wat- 
son Company of Auburn, has joined 
forces with the Lumbard Watson Shoe 
Company, of Auburn, Me., to call on 
the trade in the South and Southeast 
with their popular-priced line of wo- 
men’s shoes. 

Mr. MacDonald is an old stand-by in 
the South—he knows practically every 
shoe man on the territory and every- 
body knows him. He has been a mem- 
ber of the Boston Shoe Travelers’ As- 
sociation for the past 20 years. 
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..-im Poll-Parrots 
This big Poll-Parrot feature helps sell Poll- 
Parrots...keeps them sold...and brings repeat 
sales. And in addition, there’s every pattern 
imaginable, from staple to novelty, in a com- 
plete range of lasts. Poll-Parrots are Amer- 
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ROBERTS, JOHNSON & RAND Branch of International Shoe Co. 


Boston Guild Battles Proposed Legislation 


Bills in Legislature Would Define Practice of Medicine So 
as to Curb Proper Shoe Fitting Practice by Merchants 


Boston—A vigorous fight is being 
waged by the Boston Retail Shoe Guild, 
represented by Former Assistant At- 
torney-General George B. Lourie as 
well as its officers and Executive Com- 
mittee, against two bills before the 
State Legislature, which, if enacted 
into law, could be so construed as to 
affect adversely the business of prac- 
tically every shoe merchant in the 
state. 

These two bills—House Bill No. 59 
and Senate Bill No. 258—had been 
drawn with the idea of so defining the 
practice of medicine as to eliminate 
quackery. There is no doubt of the 
honesty of their intent but, as Attor- 
ney Lourie pointed out, the definitions, 
as drawn, are so broad that “they in- 
clude everything except the kitchen 
sink.” House Bill No. 59, practically 
identical with the Senate bill in so far 
as the definitions are concerned, reads: 

“The practice of medicine or render- 
ing medical service shall include any 
examination or treatment of a human 
being, by the use or disuse of any 
means, for the purpose of diagnosing, 
preventing or curing any deviation 
from normal condition of mind or body, 
or for the purpose of relieving any con- 
dition of mind or body whether arising 
from such a deviation or otherwise.” 

In arguing against this definition, 
Attorney Lourie pointed out that the 
recommendation by any merchant of 
any orthopedic feature possessed by 
the shoes sold by the merchant and 
fitted by the merchant would constitute 
medical practice as defined above; that 
it would apply to fitting shoes with 
wedged heels, cushion heel seats, long 
counters, etc.; and could even be 
stretched to include the action of mer- 
chants who, recognizing that customer’s 
foot was being distorted in a poorly- 
fitted shoe, undertook to relieve that 
“deviation from the normal” by selling 
the customer the correct last in the 
correct size. 


THOMAS J. CONNORS 
New President, Boston Retail 
Shoe Guild 


As a direct result of this unexpected 
objection on the part of the city’s mer- 
chants, plus objections raised even by 
a member in good standing of the 
medical profession, the Joint Commit- 
tee on Public Health of the Legislature 
voted recently to postpone the hearing. 

At the annual meeting of the Guild, 
held the same evening in the Parker 
House, opinion of the members was 
canvassed as to the advisability of en- 
listing the cooperation of the Retail 
Trade Board in a promotion of Spring 
merchandise about March 15; and 
progress was reported in the Guild’s 
educational program which, in two 
sections—for retail salesmen and for 
store executives—is in charge of 
Thomas Hurley of the Salesmen’s 
Forum of this city. 

Officers of the Retail Shoe Guild for 
1939, elected at a recent meeting, are 
as follows: 

President—Thomas J. Connors, Ster- 
ling Shoe Store; vice president, Wil- 
liam J. Walsh, Walsh’s Arch Shoe 


Shop; secretary-treasurer, Val Richter, 
Chandler & Co.; executive committee, 
H. E. Monroe, Walk-Over Stores; 
Louis L. Davidoff, Crawford Hollidge, 
Ltd.; and Roger A. Curtis, Curtis Shoe 
Stores. Philip Bayes, retiring presi- 
dent, is also a member, ex-officio, of 
this committee. 


Restrictions Continue on 
Waldorf Rooms 


New York — The Tanners’ Council, 
through its secretary, J. L. Nelson, 
makes the following announcement with 
respect to exhibits by other than its 
members at the Official Opening of 
American Leathers: 

“The restrictions placed on rooms at 
the Waldorf-Astoria Hotel during the 
Leather Show, whereby they are to be 
used for sleeping purposes only, will 
be continued at the time of the next 
Official Opening of American Leathers 
on March 27-28. This decision was 
reached after it was ascertained that 
the new plan proved to be to the mutual 
advantage of tanners, shoe manufac- 
turers and allied trades. 

“Members of the allied trades who 
desire to exhibit their products at the 
time of the Official Leather Opening, 
are advised to utilize the facilities pro- 
vided by the Allied Shoe Products Show 
in the Belmont-Plaza Hotel. The dis- 
plays of allied products shown under 
the auspices of a central management 
are more easily accessible to visiting 
shoe manufacturers and have, we be- 
lieve, proved to be advantageous to ail 
concerned.” 


New Gallenkamps Store 
in Seattle 

SEATTLE, WAsH.—Gallenkamps Shoe 
Stores, Pacific Coast chain, recently 
opened its fifth Seattle store. The new 
store, 26 by 50 feet in size, is at 2226 
Market Street, in the Ballard business 
district. 

E. R. Landers, formerly assistant 
manager at the Seattle headquarters 
store, manages the new store. His as- 
sistant is E. H. Isensee. 
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Don’t Miss This Tie-up! 
Use These Two-Color POSTERS 
for National FOOT HEALTH WEEK 


HEALTH 


THIRTY MILLION PEOPLE are going to the 
Fairs this year! And those that don’t go will 
be reading and talking about them. The Foot 
Health Week poster gives you a colorful, power- 
ful tie-up just as national interest is being built 


Oe we 


up from coast to coast. The slogan, “Be Fair to 
Your Feet,” is a NATURAL, and it ties in with 
the promotional theme, “You'll ride to the Fairs, 
but you’ll WALK when you get there.” Order 
your posters NOW for 
il, 
n National Foot Health Week 
ta April 10 to 15 
be These Powerful Posters are Bright Blue and 
xt Black on Heavy White Offset Paper, size 17 x 
04 MATRICES OF SIX 22 in. 
= FOOT HEALTH WEEK 
ac ILLUSTRATIONS 5 for $2.00 20 for $4.50 
ho Included are reproduction of 
4 Foot Health Week Poster in 10 for $3.00 30 for $6.00 
J two sizes, and four other timely 100 for $18.00 
lis- illustrations for $1.50. 
der WE PAY POSTAGE 
ent 
vod FOOT HEALTH WEEK 
R, E. ANDRUSS—BOOT AND SHOE RECORDER 
- ADVERTISING 239 W. 39th St, New York 
Please send ué........... FOOT HEALTH WEEK POSTERS, 
OS SIE SETS of matrices of FOOT HEALTH WEEK 
ILLUSTRATIONS. 
Check (or Money Order) enclosed, or......Mail C.0.D. 
4 POSTERS SHIPPED FLAT plus postage. 
fant PRINT YOUR NAME PLEASE MAKE CHECKS PAYABLE 
ters AND ADDRESS CLEARLY TO BOOT AND SHOE RECORDER 
as- 
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There's a great “White” year ahead. Order from 
your jobber today. In tube, jar, bottle or Dandee Duster. 
OSMIC CHEMICAL COMPANY, Brockton, Mass. 
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TALKING WINDOWS START THE SALE 


SALE 


Recorder Show Cards 
promote your store service! 


They equalize the prestige 
of manufacturers’ cards 
and signs by reminding 
window shoppers that it is 
you they actually do busi- 
ness with. 


Samples on request to show you 
how they effectively give you a new 


color trim each month. 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 S. State St., Chicago, Ill. 
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on Allied Show 


New York—With the fourth semi- 
annual Allied Shoe Products and Style 
Exhibit but a matter of a few weeks 
away, excellent progress both as to 
actual booking of exhibitors and inter- 
est displayed by shoe manufacturers 
and stylemen is reported by A. C. Reu- 
ter, director of the show. 

Plans have already been completed 
that will make the coming Allied Show 
more diversified than ever before in 
the displaying of styles and items of a 
style nature. 

Many firms, who are outstanding in 
their respective fields, have already en- 
gaged exhibit space for the show, and 
there is every indication that this event 
will be an outstanding success. 


Recovers from Accident 


INDIANAPOLIS, IND.—Homer H. Beals 
of Noblesville, Ia., past-president of 
the National Shoe Travelers’ Associa- 
tion, and sales representative of the 
Fashion Shoe Company of Boston, has 
recovered from an accident which befell 
him a short time ago when he fell on 
the steps of the court house in Sulli- 
van, Ia. The result was a broken rib, 
internal bruises, and a bruised kidney. 

Mr. Beals is on the firing line again, 
and reports business this year is far 
ahead of the corresponding months of 
last year. He also predicts an increase 
in Spring and Summer business. 


Hahn & Co. to Open Two New Stores 


WasHINGcTON, D. C—Plans for two 
new shoe stores in Washington have 
been announced by William Hahn & 
Company; one to be located at Seventh 
and K Streets, northwest, settles a 
mooted question. 

For 40 years, until a fire destroyed 


the old store on the same site on Dec. 
12, 1937, thousands of Washingtonians 
had timed themselves daily by its fam- 
ous tower clock. Now that work has 
started on the foundations for the new 
main store, the firm is being plied with 
questions, which all reduce to this: 
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MORE PAIRS and 


with Packards 


Packards bring a better price 


shoe under the skilled hands 
and eyes of men who have 
been making Brockton-Stand- 
ard shoes for yeors. Packards 
look better for the money 

are better . . . sell 


grades — Packard and 
Packard-Kent—to retail from 
$5.00 to $8.00. 


You can build a better men's 
shoe business with Packard 
quality . . . and one look at 
the line will soon convince you. 
Write today for our new In- 
Stock Catalog. 


M. A. PACKARD CO. 
BROCKTON, MASS. 


MORE PROFITS 


“Wil) the new store have a clock also?” 
The answer is “Yes.” The clock will 
be electrically operated and illuminated 
by neon lighting. 

The building will consist of two 
stories and a basement devoted to 
shoes for men, women and children. 
The ground floor will give 4500 square 
feet of selling space, while the second 
floor will house offices for the five stores 
throughout Washington and a sixth in 
Baltimore. It is being erected by the 
Charles H. Tompkins Company, and 
was designed by Porter and Lockie, 
local architects. It is expected that the 
building will be completed by Easter. 

A fifth branch store will be opened 
in Washington in the early part of 
March. A newly-leased building at the 
corner of Connecticut Avenue and Al- 
bemarle Street is being completely re- 
modeled and modernized. This building, 
with 57 feet frontage on Connecticut 
Avenue, will be devoted to the shoe 
needs of women and children. Ample 
parking space will be provided for 
patrons. The store,. designed by Wil- 
liam N. Denton, Jr., is to be erected by 
the M. Cladny Construction Company. 

The William Hahn & Co. is one of 
the oldest shoe firms in Washington, 
having been founded by the late Wil- 
liam Hahn in 1876. The firm is now 
comprised of Edwin Hahn, president; 
Gilbert Hahn, vice-president and trea- 
surer, and Harry W. Hahn, Jr., secre- 
tary. 


Plans Completed for 
Outstanding Wisconsin Show 


MILWAUKEE, Wis.—F red E. Schmidt, 
secretary-treasurer of the Wisconsin 
Shoe Travelers’ Association, reports 


that the Wisconsin boys have com- 
pleted plans for the biggest and best 
year since the N. S. R. A. Convention 
was held in this city. 

Their annual shoe show in conjunc- 
tion with the retailers is to be held 
June 18, 19 and 20, and every sales- 
man in the State of Wisconsin has been 
contacted to attend. Elaborate pro- 
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grams for the entertainment of buyers 
have been adopted with surprise fea- 
tures for the women guests. 
Secretary Schmidt, while not now 
selling shoes on the road, keeps in 
touch with the shoe industry by serv- 
ing as secretary of the Wisconsin 
Shoe Travelers’ Association. He is ac- 
tive in city and state politics and has 
a large following in his section. 


John R. Evans & Co. Adds 
New Leathers to Line 


Boston—John R. Evans & Co. are 
showing a more extensive line of leath- 
ers than ever this year. There is the 
perennial Ruby (black) Kid, and in 
addition several browns and blues which 
are exceptional in their true color tone 
and splendid color penetration. Other 
newly accepted shades for Fall will 
also be found in the Evans line, includ- 
ing Port Brown, Bordeaux Rouge, 
Parisian Blue, Burnt Toast, French 
Cognac, Red Henna and Fairway 
Green. 

The Evans Co. has also added to its 
long line of suedes, and there are 
several new colors to bring it up to the 
minute in style appeal and acceptance. 
Wines, browns and blues are leaders in 
this range of Feathernap Suede as 
made by the Evans Company. 

A separate tannery is devoted to the 
production of crushed and grained 
leathers. Sealee Kid is the most recent 
addition to this list and is furnished in 
bright or dull finish for high-grade 
style shoes. A number of the other 
grains are meeting with great success 
in men’s shoes as well as women’s. 
Among these are Bokhara, Caracul, 
Morocanna and Tartarkid. In women’s 
shoes these are found in the more ser- 
viceable types which carry lower heels. 
There is a beautiful plump weight nat- 
ural back material in the grained 
family called Brogandi. 

The Evans Company will also show 
its white glazed kid and white suedes 
which have proved increasingly popular 
during the past few seasons. Complet- 
ing the exhibit is the full range of lin- 
ings and pastel colors. 


American Women Have 
Small Feet? 


Daas, Tex.—A shipment of Mexi- 
can huaraches which arrived in Dallas 
recently, did not have a single pair 
larger than size 8. It is thought that 
the Mexican makers of these handmade 
shoes believe the American women to 
be a race of little women—especially as 
to their feet. 


Purnell Purchases Homer 


Store 


OkLa.—Paul Purnell, owner of 
the Pep Shine Parlor, of this city, and 
in the shoe business here for the past 
16 years, has purchased the Homer 
Shoe Store, 208 West Broadway. 
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Women's Shoes 


The biggest 
hong tthe dal 


SAKS has it IN-STOCK 
mo slipping 
gaping 
a0 “biling” = 


Made on perfectly-fitting, special pump lasts. 
Flexible Sbiccas. 


AMAL $2.40 110 
M. 5.SAKS SHOE CORP. 152 Duane N.Y.C. 


Store Fixtures 


HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 


Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. 


ST. CHARLES 


HOWELL 


Obituaries 


B. Ashby Carr 


BALTIMORE, Mp. — B. Ashby Carr, 
one of the best known traveling shoe 
salesmen in the East, died at his home 
here on February 19. He is survived 
by his widow, a daughter and a son. 
He was active up to a few weeks before 
his death and had been engaged in sell- 
ing shoes for almost a half century. 

Benjamin Ashby was born in Anne 
Arundel County, Maryland, and for 


many years represented Powell Brothers 
in this territory. He was later asso- 
ciated with Walkin Shoe Company, G. 
W. Chesbrough and Cambridge Rub- 
ber Company. He was also a member 
of the grocery firm of Carr Brothers 
and Boswell, of Riverdale and Hyatts- 
ville, Md. 


Cc. L. Thomas 


Marion, INp.—Clarence L. Thomas, 
49, prominent Marion business man 
and vice-president of the C. & H. Shoe 
Co. here, died on Friday, February 24, 
following an illness of some two years. 


Besides holding the office of vice- 
president of the C. & H. Shoe Co., Mr. 
Thomas was also secretary of the firm 
with which he was connected for near- 
ly twenty years, gaining wide recogni- 
tion as a leader in the shoe trade. 

Funeral services were held on Mon- 
day, February 27, from his late resi- 
dence with burial at Portland, Ind., 
where he was born and lived before 
coming to Marion 33 years ago. 

Surviving him are his widow, a 
brother, George Thomas, and a nephew, 
Fred Thomas of Marion. 


Max Stern 


CHicaGco, ILL.— Max Stern, former 
vice-president of the H. Elkan & Co., 
dealers in hides, died Feb. 17, at the 
Chicago Beach Hotel. He was 86 years 
old. Born in Germany, he came to this 
country when he was 18. He was an 
official of H. Elkan and Co., from 1872 
until his retirement about five years 


ago. 


Frank R. Appelt 


Wesster, Mass.—Frank R. Appelt, 
52, director of the Bates Shoe Co., here, 
died recently at his home in New 
Haven, Conn. 
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Mrs. Day’s “IDEAL” 


These are little shoes, but they carry 
the biggest name in the baby shoe 
business — “Mrs. Day's Ideal." The 
reputation of this name is known to 
mothers of two generations and is 
@ prime asset to the many far 
sighted children's shoe retailers who 
use Ideal Flexible Hard soles (3-8) 
as their juvenile foundation line. 


MRS. DAY'S 


IDEAL BABY SHOE CO. 


ELAM’ 3 


PRE-WELTS 


T HESE healthful little shoes win 
for you the long line of sales 
that come with fitting children 
through their progressive stages 
of growth. 


400 CLINTON AVE N ROCHESTER, Y 


Roses 
OS Boston Sh 
“LEVELA ohngold Shoe 


HICAGO Hoa 
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‘Ar DEWITT operatto HOTELS. 
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The Sandal that made Mexico Famous 


HUARACHES 


Will Prove itself a famously 


Good Profit maker for you 
At the New Low Price of 


le 
$24.00 per dozen, Wholesa 


$19. 20 (White ‘Leather) 


for immediate de- 


Cerried in stock 


Every conceivable type of sandal is now called a 
“Huarache,” but this sturdy STEERHIDE sandal 
from Oaxaca is the real Huarache, the kind that 
Indians weave for Indians and the kind that will 
require no introduction to your trade. 
already seen them advertised in Vogue, 
and other magazines at $3.75 per pair. 


in pure white leather ved above. 


The QLD MEXICO SHOP 


They have 
Esquire, 


SANTA FE-- NEW MEXICO 


Dr. Morton Writes Another 
Book on Feet 


“Oh, Doctor! My Feet!” by Dudley 
J. Morton, M.D., associate professor of 
anatomy at the College of Physicians 
and Surgeons, Columbia University, 
and author of “The Human Foot,” is a 
readable and important contribution to 
popular literature on the troubles of 
the human foot. 

The foot, Dr. Morton feels, is a much 
neglected part of the body. He has 
evolved new ways of studying the foot, 
opposing the structural and favoring 
the functional point of view. He ex- 
plains that it is not important to know 
how much an individual foot is like the 
average foot, but how well it is doing 
its work. As for instance, it doesn’t 
make any difference if the foot is flat 
if it can carry its possessor about fleet- 
ly and comfortably—and he finds this 
often to be the case. 

Among surprises which the reader 
may find in Dr. Morton’s analysis of 
foot functions and the reasons for foot 
troubles are proofs that muscular weak- 
nesses are not responsible for pedal ail- 
ments and that the transverse arch is 
really a myth. The latter point is ex- 
plained by measurements of weight 
distribution, which indicates that all 
five metatarsal bones, which lie im- 
mediately behind the toes, bear some 
body weight, whereas if they composed 


an arch only the outer two would be 
supports. 

The reason for this book lies in the 
fact that about “40 per cent of our 
population have foot trouble or dis- 
order which should receive intelligent, 
professional care and advice.” Dr. 
Morton emphasizes the importance of 
the X-Ray in the analysis of foot disor- 
ders, not so much the side view of the 
foot for the arch height is unimportant, 
but the vertical picture to show the 
position of the metatarsals. 

Written in a narrative form, the book 
is easily understandable by the layman 
and will be of help to those who have 
long lacked successful care in the treat- 
ment of foot trouble—D. Appleton— 
Century Co., $1.50. 


Popularity of Tan for Men 
on Increase 


Detroit, MicH. — “Tan shoes are 
equal to black in sales volume these 
days,” Steven J. Jay, manager of the 
men’s department of R. H. Fyfe and 
Company, stated recently. He predicted 
that tans will increase in sales appeal 
to pass ahead of blacks when the Sum- 
mer sports styles become more active. 

Aside from the phenomenal tan busi- 
ness, a strong trend toward lighter 
shades is evident in men’s shoes, Mr. 
Jay added. 


They'll Ride to the Fairs 


[CONTINUED FROM PAGE 15] 


aches depends largely upon the shoes 
that are worn. Even for those who 
may not attend the fairs there’s an 
important message in the Foot Health 
Week slogan “Be Fair to Your Feet,” 


for 
Whether you're at work or play. 
Feet must work the live-long day. 

No wise traveler thinks of leaving 
home without at least a change of 
thoroughly comfortable walking shoes, 
thus avoiding the possibilities of hav- 
ing to spend valuable vacation time 
hunting for shoes that will permit 
activity. The experience reported by 
Chicago stores during their Fair proves 
that “you can’t fool your feet.” 


Feet, feet, feet— 

Buoyant, happy, tireless feet— 

Aching. faltering feet. 

Feet that let you have your fun ; 

Feet that say, “Sit down, you're done!" 

Whether they're happy or ye 3 the blues 

pends a lot on ow you choose 
Shoes, shoes, shoes. 

The change of the seasons brings 
special emphasis on foot ills. The Sum- 
mer ahead with its increasing activities 
will make extra demands on the feet. 
The ever increasing interest and under- 
standing in foot health and shoes that 
contribute to it can be given great 
impetus by stores that are equipped to 
do a fitting job, by taking full advan- 
tage of the “natural” in promotional 
opportunities —tieing up with the 
nation-wide interest in the two Fairs. 
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PROFESSIONAL 
BOWLING SHOES 
Men's Men's Women's 
Oxford Oxford 
$2.50 $2.25 


Soles and Heels 
METAL FLEX ano LITHOX 


Nurses’ Shoes 


Flexible, Shape Retaining 
NURSES’ OXFORDS 


Reservations Show Gain 
for Midwest Shoe Fair 


CINCINNATI, OHI0O—The committee in 
charge of the Midwest Shoe Fair for 
1939 under Chairman Frank Weber, is 
already hard at work on plans for the 
fair, which is to be held on June 11, 
12 and 13, at the Netherland Plaza 
Hotel, in Cincinnati. 

This show has come to be recognized 
as one of the outstanding annual events 
of the shoe industry. 

Judging from plans already formu- 
lated for the coming fair it will surpass 


vations at this time are well ahead of 
last year’s. It is the suggestion of the 
committee that reservations be made 
promptly with the Netherland Plaza 
Hotel so that manufacturers may be 
assured of space at the fair. 


Walk-Over Opens New Fifth 


Avenue Shoe Building 


New York—tThe 12 foot 7 inch mural 
of the “Shoemaker’s Dream,” showing 
the world-wide empire of commerce 
based upon the footwear manufactured 
in New England, is the most striking 
feature of the new air - conditioned 
Walk-Over Shoe Building at 548 Fifth 
Avenue, which was opened to the pub- 
lic this week, following a press and 
trade preview. Eugene Schoen, noted 
architect, is the designer of the new 
store, which embodies the novel use of 
many new materials and lighting ef- 
fects. 

The mural by Arthur Crisp is at the 
rear of the store, covering most of that 
wall and facing a 100 foot vista. At 
its base the shoe craftsman turns from 
his bench to display his work. Above 
him the world-wide nature of Walk- 
Over’s business is emphasized by paint- 
ings of famous buildings around the 
world, with a background of factories, 
transportation facilities and other in- 
dustrial symbols. 

A feature of the new store is com- 
pletely concealed direct lighting, de- 
signed by Edward Rambusch in co- 
operation with Mr. Schoen. The re- 
flectors, recessed into the ceiling, pro- 
duce an entirely shadowless light and 
do away completely with the old- 
fashioned exposed lighting. Through 
specially designed reflectors the light 
is concentrated at the floor level where 
it will make the inspection of new shoes 
much easier than with older types of 
illumination and gives more than twice 
the candle power. 

The color scheme takes its cue from 
shades used in the mural. In the 
women’s department in the rear of the 
store, a very soft grey-mauve is the 
ceiling tone and the walls are in a rosy 
tan. In the men’s department, colors 
are in brown tones. One portion of the 
wall has been covered in natural raw- 
hide. Throughout the store thirty 
shades of brown are used. 

In arranging for storage of the 
store’s stock, Mr. Schoen has attempted 
to reach a balance between complete 
display of the shoe stock and complete 
concealment. 

“Retailers complain that trade is 
sacrificed to design when all of the 
stock is out of sight,” Mr. Schoen says. 
“We have therefore fitted capacious 
shelves into the visible walls of the new 
Walk-Over store.” 

The second floor of the store provides 
for orthopedic and sport shoe depart- 
ments, as well as general offices. The 
store is the sixth unit in Walk-Over’s 
metropolitan chain. 


The PROOF of 


Superiority 
is in the preference of so many 
leading manufacturers and re- 
tailers. This nap-sueded, aniline- 
dyed leather for all out-door foot- 
wear is available in 30 authentic 
colors. Be sure you get RUFFIT. 


SLATTERY BROS. 


TANNING COMPANY 


210 SOUTH ST. TANNERIES 
BOSTON, MASS. SALEM, MASS. 


Charles Henry Brown 
Announces Contest Winners 


New York—Winners have been an- 
nounced in the contest held by Charles 
Henry Brown & Son on “What Fea- 
tures or Characteristics Should the 
Ideal Foot Measure Possess and Why.” 
J. S. Cadwallader, Walk-Over Shoe 
Store, Chicago, was the winner of the 
first prize of $25. Second prize of $10 
was won by Charles D. Fogarty, Hin- 
shaw Shoe Co., Ladysmith, Wis.; third 
prize of $5 by Miss Annette Ballard de 
La Toure, Enna Jettick Shoes, Provi- 
dence, R. I.; and prizes of $2 each by 
S. F. Musket, Manning - Armstrong, 
Reading, Pa.; J. Frank Doney, Brown’s 
Boot Shop, Indiana, Pa.; Clayton Cole- 
man, Jefferson Shop, Charlottesville, 
Va.; Wallace Wardner, J. C. Penney 
Co., Kingfisher, Okla.; Alex Goldberg, 
Coney Island, Brooklyn, N. Y. 


Kinney Pays Bonus 
to Employes 

New Yorxk—The Kinney Shoe Co., 
which operates 325 shoe stores through- 
out the country, recently distributed 
bonuses amounting to $33,258.67 in ac- 
cordance with the company’s profit 
sharing plan for store employees. 

The bonus figure represents approx- 
imately 20 per cent of the company’s 
net profit for 1938. 
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oe anything in the past, and the com- 
ae mittee is glad to announce that reser- : 
WHERE 
BUY 
Bowling Shoes 
% Right Feet | 
Left Foot | 
lee | 
A combination of steel mesh, metallic, and 
Long wearing. Metal for NON-SLIP. 
Ne SPREAD, Ne CURL, No BULGE 
THE LITHOX Corp. 
WAPAKONETA, OHIO. U.S.A. | 
| 
‘ 
Made on the 
Process 
net 
OWENS SHOE Co. 
28 Goodhue St., Salem, Mass. 
| 


Apparel Showing Lay New 
Stress on Color Co-ordination 


Cuicaco, ILL.—With brighter colors 
and daintier lines dominating feminine 
wardrobes, Chicago apparel lines re- 
cently closed one of the most colorful 
and successful markets in many sea- 
sons. Diversity in the Spring and Sum- 
mer color range and color combinations 
shown and sold should serve as sure 
profit signs to the shoe merchant in 
extra pair and extra shoe color sales. 
With sales volumes running from 10 
to 15 per cent ahead of last year, new 
women’s apparel lines in dresses, suits, 
millinery, and accessories were fea- 
tured during the first two weeks in 
February by the Style Creators of 
Chicago. The Style Exhibitors of the 
Morrison, The Chicago Wash Apparel 
Association, and by the houses exhibit- 
ing in The Merchandise Mart. Each 
of these groups staged a style show at- 
tended in aggregate by some 20,000 
buyers. Although these buyers came 
from all parts of the country, the bulk 
were from the central portion. 

In all of the showings, softer treat- 
ments, calling for daintier shoes in- 
fluenced all of the new creations, with 
the trend for Victorian modes penetrat- 
ing even the tailored types. Colors in 
dresses, suits and coats are as exciting 
and important as in the new shoe lines 
featured at the National Shoe Fair. 
Dominating the runways in Chicago 
were pinks and rose tints, chartreuse, 
Japonica, various shades of blue, rang- 
ing from navy in combination with 
whites and pastels to the lighter ver- 
sions, pale greens, violet, fuchsia, mus- 
tard yellow, and gold, being known 
locally as topaz, and new adaptations 
of beige, teal blue, and dubonnett. With 
the prints shown on the runways, ex- 
cept in a few isolated cases, black pat- 
ent dominated the shoe treatment. 
Black patent was also shown with solid 
colors for Spring. Navy was shown 
consistently with navy, although there 
was also a tendency to combine navy 
with Japonica, wine, dubonnett, and 
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‘pastel accessories. Bright contrasts in 


accessories in all of the other new 
shades was the chief theme. In turn, 
many of the new colors such as fuchsia, 
cyclamen, Japonica, and chartreuse, also 
appeared as the accessory theme for 
solid colors, combinations, and with 
suits and ensembles. 

In the suits and coats shown there 
were a lot of plaids, checks and stripes 
employing from two to four colors and 
offering ample opportunity for variety 
in accessory coordination and contrast. 
In several of the merchandising clinics, 
the sales value of stressing complete 
changes of accessories for all costumes 
and ensembles was stressed again and 
again. 


Varsity Store in Larger 
Quarters 


Pomona, CALIF.—Varsity Shoe Store 
is now located at 164 West Second 
Street, here, having held a formal open- 
ing in that location on February 18. 
It moved from 277 West Second Street, 
Pomona. 

The move was made because of need 
for larger and more centrally located 
quarters. Three such moves have been 
necessary in the little more than 10 
years since the store was opened in 
Pomona. 

D. H. Kantor, owner of the Varsity, 
stresses individual and careful fitting 
and gives special attention to the nar- 
row widths. 

In the new location, a line of men’s 
shoes is being added. Also a complete 
line of women’s and children’s shoes 
is featured. In addition, the Varsity 
has a selection of bags in colors to 
match those of the shoes, and a line of 
hosiery. 

Preparatory to the formal opening 
in the new location, the store building 
was completely remodeled and deco- 
rated in ivory and Spanish red. Furni- 
ture is of Spanish red leather and 
chrome, with the rug in a blue shade. 


Popularity of Grey 
on Increase 
CHicaGo, ILL.—The rapid rise of 


grey as an important fashion color is 
an important style development in Chi- 
cago, noted during recent weeks. Al- 
though there is no interest in it as an 
accessory color, grey in suits, coats, 
dresses and in dress materials is creat- 
ing a lot of interest and sales are in- 
creasing rapidly. Carson-Pirie-Scott 
and Company have been devoting their 
center aisle showcases to grey promo- 
tions. Against a background of various 
types of grey materials they are dis- 
playing a wide range of suggested ac- 
cessories. The displays are captioned 
“Skyline grey accessorized with color.” 
As suggested accents, in addition to 
black patent, there are blues, wines, 
brown, and Japonica. 

As yet, except for a few numbers in 
some of the specialty and high style 
shops, there appears to be no interest 
in grey shoes. Several shoe men report 
they contemplate showing a few grey 
shoes, but predict that women will pre- 
fer accent and contrast colors in their 
shoes. 


“Wimpie” Promotion Clicks 


ATLANTA, Ga.—In the funny papers 
Wimpie loves hamburgers, and in At- 
lanta the college girls love Wimpies. 
“Wimpies” are sport shoes designed by 
Regenstein’s Peachtree Street store. 
Introduced several weeks ago by win- 
dow and counter displays, these little 
crepe sole classic oxford ties are selling 
well at $7.75. 

And where did Wimpie come from? 
H. Glick, of Regenstein’s shoe depart- 
ment, is the man responsible. He 
thought about the name, muttered it 
over to himself two or three times one 
evening, and the next morning told 
A. J. Stine, his department head and 
buyer, that he thought it would be a 
good promotion idea. 


ins,independents and 


all leading shoe | 
shoe departments KNOW you advertise! 
nn" 


Job Lots 


Every Pair Fresh, Perfect and Timely 


BARIS SHOE CO.., Inc. 
79-81 Reade St. New York City 


Color Card Assn. to Cooperate 
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usual order, with the opening program 
Monday morning, the men’s style com- 
mittee meeting Monday afternoon, the 
women’s style committee holding its 
session Tuesday morning, and the chil- 
dren’s style committee closing the con- 
ference with a meeting Tuesday after- 
noon. 


Opens New Office and 
Warehouse at St. Louis 


PROVIDENCE, R. I.—The International 
Braid Company of Providence an- 
nounces the opening of a new office and 
warehouse at 1909 Washington Avenue, 
St. Louis, Mo. 

In St. Louis, as at all of the com- 
pany’s other offices and warehouses in 
New York, Chicago, Milwaukee, Los 


Angeles and Montreal, a competent 
staff of experienced factory representa- 
tives are available to render service to 
the western trade, and large stocks of 
bulk and banded shoe laces in all popu- 
lar lengths, grades and colors are car- 
ried. 


The International Braid Co. is one 


of the largest manufacturer of shoe 


laces, and it is an interesting coinci- 
dence, though not so generally known, 
that it is the oldest as well—having 
been established in 17938, the same year 
that Eli Whitney invented the cotton 
gin. 

During the intervening 146- years, 
from a small beginning, the company 
has grown steadily. 


Preparations for Successful 
Buffalo Show Completed 


BuFrFraLo, N. Y.—Louis Rubin, chair- 
man of the committee of shoemen who 
are staging a shoe style in this city, 
March 5 and 6, has announced that 
everything is in readiness for the event, 
with a full line of shoe exhibits assured 
and attendance, both from Buffalo and 
the surrounding country, larger, ac- 
cording to prospects, than at any previ- 
ous show. 

“This year I believe we selected the 
right dates,” said Mr. Rubin. “The 
recent pickup in business and assur- 
ance from governmental sources of a 
friendlier attitude toward business has 
inspired more confidence among buyers. 
The Easter business ought to be a big 
one and a turning point in retail trade 
after so many months of hesitant busi- 
ness. There has been a pickup in trade 
lately and I expect this will gather 
force and show itself at the exhibition.” 

Some retailers are making a trip of 
300 to 500 miles to attend the show 
and fill out their lines. 


Wall-Streeter Shows Berkshire 


Scenes in New Catalog 


PITTSFIELD, Mass. — The Berkshire 
Hills Conference, Feb. 24, cited the 
Wall-Streeter Shoe Co. of North Adams 
as a leading proponent of advertis- 
ing the Berkshire’s resort attractions 
while advertising its own wares. In its 
1939 catalog to the retail trade, the 
company has included many photos of 
Berkshire’s natural scenic spots, includ- 
ing a half-page reproduction of a 
photograph of Greylock and vicinity by 
William Plouffe of this city, which won 
a special prize offered by the confer- 
ence last Summer for a scenic photo 
typical of the area. Other photos are 
scattered through the catalog. 


Fred Small Opens Own Store 


Boston, Mass.—Fred W. Small, who 
left the ranks of retailing here in Bos- 
ton several years ago and has since 
been associated in an executive capacity 
with the Ault-Williamson Shoe Co., of 
Auburn, Maine, has resigned from that 
position, has become owner of a retail 
store of his own and is now back in the 
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Win Parents’ Praise 


...and build a profitable juvenile 
shoe department through X-Ray 
Fitting Service! Parents appre- 
ciate your efforts to safeguard 
their youngsters’ foot health, be- 
come real boosters for your store! 
Simple promotional plans enable you to 
interest teachers, pedia- 
tricians and others. 
Ask us how you can use 
X-Ray Fitting for perpet- 
ual promotion of your 
children’s department. 
Why not write, right now? 
aie X-RAY SHOE FITTER 


INCORPORATED 
3533 N. Palmer Street, Milwaukee, Wisconsin 


city in which he started. To old-time 
shoe merchants he will be remembered 
as the man who, starting in the shoe 
department of the Gilchrist department 
store, ended by being put in charge of 
seventeen departments, all of which he 
merchandised successfully. This asso- 
ciation with Gilchrist lasted for eighteen 


years. 
Mr. Small has bought from the estate 
of the late Joseph Rosenbluth the 
Health Shoe Shop, Inc., at 488 Boylston 
Street, on the edge of the Boston Back 
Bay district. In addition to orthopedic 
shoes for both men and women, he will 
carry a line of sport shoes at retail 
prices ranging from $8.50 to $12.50. 


Opens New Shop in Detroit 


Detroit, MicH.—Paul Menders, for- 
merly of Cassel, Germany, who for the 
period of a year has been employed by 
the Hack Shoe Company, Detroit, has 
opened his own store in Kalamazoo, 
Mich. He will conduct an exclusive 
Air-O-Pedic boot shop. 


Wedding Bells 


Cuicaco, Itu.—-Wedding bells rang 
recently for John Hash, sales promo- 
tion manager of the Walk-Over shoe 
stores in the Chicago area. He was mar- 
ried to Lucille Armstrong, who for- 
merly worked in the office of the State 
Street Walk-Over store. 


WHERE 
fe 
Slippers 
ALL COLORS 
CASH IN ON JoB LoTs 
of Nationally Known 
a High Grade Women's Shoes 
Smash-hit sales 
Cancellation stores 
Outlet stores 
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WOOD SANDALS 


PR:CES AND SAMPLES 
ON APPLICATION 


STEPSOFT 
PRODUCTS CO. 


Division of 
Silverite Gutterman Co. 


212 SUMMER ST. 
BOSTON 


Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. 


The Market Is Calling 


all buyers—wanting the latest and best—tested by 
comparison. 
No other shoe center gives to buyers the chance for 
a choice obtainable in the Marbridge Building. 
When in New York—be neighborly—a welcome 
awaits you on every floor. 
D. S. MACDONALD, Mer. 


47 WEST 34th ST. 
Also 1328 Broadway 
NEW YORK 


Memo on Miami 
[CONTINUED FROM PAGE 30] 


season up North, shoes will not be as 
uniformly opened up as they are in 
Miami, but they will be more opened 
up than previously, just as the Florida 
shoes are more opened than in past 
seasons. 

Conclusions: Judging from sales in 
Florida, comparing them to previous 
years and then drawing relative con- 
clusions for the North, our forecast 
would be: 

1. That all-over Summer business 
will hold up due to the promotional im- 
portance of high color. 

2. That the best colors for Summer 
are: White, Turquoise Blue, Fuchsia, 
and Yellow in that order. 

3. That materials are not important 
as such, although doeskins will be as 
strong as last year and kids will in- 
crease if they are designed as kid shoes 
(i.e. pleated and draped). Calf con- 
tinues good. 

4. That mesh will be real volume in 
white and pastels. 

5. That volume style types can be 
classified into two divisions—the low 
heel play shoe, and the dressy open toe 
pump or sandal on the high heel. 

6. That open toes and open heels will 
go to greater volume than ever before 
—be it in the North, South, East, or 
West. 


New Catalogs Received 


New York — Spring and Summer, 
1939 catalogs are now available from 
most of the leading in-stock houses. 

Curtis-Stephens-Embry Company of- 
fers a catalog entitled “Tomorrow’s 
Shoes.” On the cover is a likeness of 
the trylon and perisphere of the 
World’s Fair, cleverly sketched in the 
script of the word “Shoes.” Photo- 
graphs of the Protek-tiv lasts, showing 
how correct fit is ensured and descrip- 
tions and photographs of the methods 
of grading these lasts are two features 
which make this catalog both in- 
structive and attractive. 

Gerberich-Payne’s catalog with half- 
tones in light blue of boys in action 
also merits attention. Shoes are shown 
in panels on the outer edges of the 
pages, with descriptions opposite. 

Billiken’s catalog strikes an especial- 
ly appealing note to the younger trade. 
The picture of a wide-eyed youngster 
with her dog in color on a natural linen- 
like front cover, give a touch of light- 
ness to the book. Descriptions are 
superimposed on line sketches of chil- 
at play. 

J. Edwards & Co. offers a particularly 
impressive book in light blue, with an 
index of the types of shoes in the line 
at the right hand side of the page. Two 
shoes: are shown on a page, with a 
border of children at play again in line 
sketches around the shoes. 


“Natural Bridge is the Line for ’39” 
is the legend on the Natural Bridge 
catalog, on the cover of which is a 
photograph in color of the Natural 
Bridge of Virginia. In this book, one 
shoe is shown on a page, set against a 
photograph of a young woman wearing 
the type costume which calls for this 
type shoe. Clear-cut descriptions are 
located directly beneath the photo- 
graph. 

Edgerton Shoes for Men, with an 
amusing sketch of a man and woman 
in Spring dress on the cover, is both 
an attractive and informative catalog. 
Color is used to advantage, and amus- 
ing cartoons of smartly-tailored men in 
various situations, give a touch of light- 
ness to the book. 

Craddock-Terry catalogs of shoes for 
the entire family are also available. 
These are large books, containing pic- 
tures and descriptions of shoes in the 
various lines featured by this company. 
For convenient reference, a classifica- 
tion index is placed on the inside front 
cover. The George De Witt catalog is 
of this type. 


Nadeau Named Shoe Manager 


NortH Apams, Mass. — Arthur Na- 
deau, formerly at Betters Shoe Store 
for 16 years, has taken a position as 
manager of the Besse-Clarke shoe de- 
partment here. The shoe department 
has been enlarged. 
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Freshen up your New Year win- 
dow display with ‘harmonizing 
show cards and price tickets. 
The January show cards are 
now ready in an attractive and 
seasonal design in shades of 
blue, green and gold on a white 
background, and bear mes- 
sages pertaining to style, qual- 
ity, protective footwear, etc. 


Everyone Passing 


is a Possible Prospect 


SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes. 
women's hosiery, store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35¢ each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 


WITHOUT STORE NAME: 6 dozen, $!.10—12 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 
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(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


To display arch, branded, and 
fibre-sole shoes. 


3 
| M 
ARE NOW 
ae white, gold, and green, and has ee 
&§ stock number. 
| 
ia Pouy Cup Polly Clips 
Price For Price Tickets—Adjustable 
a Two styles are available; 
gold — three color trim. Natural View eseecsce 
These modernistic holders 
take any size card, and 
ae harmonize with the finest 
window display fixtures. Polly Shoe Holder 
OLD dozen ........ ... $1.65 sesecce 
| dozen ............. $3.00 
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FEATURE POINTERS 


precisely point out in-built values. These 


12 dozen (printed or blank) .... $2.00 

6 dozen (printed or blank) .._—_'1.10 

| | dozen (printed or blank) ... 0.25 
SPECIAL: : 

Combination of one gross Polly 

only 


ANNUAL DISPLAY CARD |; 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. : 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35¢ per fifty, additional. 


We sell Men's, Women’s, Children’s Shoes and Women’s Hosiery. (Cross out 
lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


quantities and denominations: 


STOR 


FOR ANNUAL SHOW CARD SERVICE 


SERVICE | MONTHLY | carps | | BLANK. 
REESEES 
No. 2 4.00 4 100 
ees 
No. 3 3.00 6 2 50 ti ith 


MERCHANTS SERVICE DEPARTMENT 


BOOT | 


9 S:STATE ST: CHICAGC 


_@ FOR ITSELF + IN 
“ INCREASED BUSINESS 


Couper Now! 


4 Cheek, with order, please, unless C.6.D. preferred 


bee 

Sais 73:8 

o= 2 

O 

“C” White beard. “I” Shell pink “K” White board. sseee 


SIZE: 14" 2%”"—Prices on opposite 


| 
ARROWS are olateinable in two combina- : 
tions: corn with green border, or buff with : 
green border. Choice of forty selling : : 
phrases, or blanks. : : 
$5.00. : 
| | 
2 
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SALESMEN WANTED 


LINE WANTED 


BUSINESS OPPORTUNITY 


RESIDENT salesmen line of 
men’s, children’s soft hard sole 
In-Stock. All territories. Sell department and 
retail stores. Commission. References. 
er 141, care Boot & Shoe Recorder, 239 
9th Street, New York, N. Y. 


Titer’ well known trademarked in stock chil- 
dren’s line with good following has opening 


ucky 
either independen or as side-line. Sinbac, 
325 WwW. Monroe, icago. 


WANTED Line of Women’s Popular-priced 

Novelty and Men’s Popular- — 
shoes | for North and South Car 

ears’ experience. Address $144, 
Shoe 239 West 39th Street, New 
or! 


LINE WANTED ladies’ nopaler, and medium 

priced novelties for the Virginias and Caro- 

linas. Have covered territory for the last — 
rs and have trade established, the best- 

ing accounts. Address $140, care Boot & 

Recorder, 239 West 39th Street, New York, 


Quauiry, white cleaner for side line men 
Commission Basis. Required. 
care Boot & S 
West 39th Street, New York 


SALESMAN WANTED to cover the follow- 
territories: Maryland, Delaware, North 
nois, Towa, Minnesota, North Da- 
manufacturer pr a fast sellin: pular 
shoes. Compensation commission 
basis only, payable week Men chosen must 

be well-known to = trade, live on the terri- 
tory, and own a car. Address Box $142, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


HOE line wanted by man for State of 
ae ia, best reference, Box 315, Swains- 
0, rgia. 


FOR SALE 


ESTABLISHED high grade shoe store in W. 

Pa. near N. Y. State line. Stock and 

(modern) Fixture can be very reason- 

able. Excellent location. $138, care 

Boot & Shoe Recorder, 239 West 39th 

New York, N. Y. 

ESTABLISHED q shoe store, same 
location 42 years. n Metropolitan New 


York District within 40 miles of City. Valu- 

able Red Cross franchise. No chain competition. 

Owner is retiring. Address $143, care Boot & 
239 West Street, New 
ork, 


WANTED TO PURCHASE 


L RESPONSIBLE MANUFAC- 
TO FILL_GROWIN 


= 
= 
an 
Ong 
Zz 


ADDRESS $127, CARE BOOT 
ECORDER, 235 WEST 39TH STREET, 
NEW YORK, N 


Sponsors Shoe Stitching 
School 


MANCHEsTER, N. H.—The Irving Shoe 
Company, in an effort to overcome diffi- 
culties in the shoe trade, occasioned by 
a shortage of experienced workers, is 
sponsoring a shoe stitching school, 
which opened its first session Feb. 16. 
Classes will be held daily, except Sat- 
urday, in Canal building No. 4 of 
Amoskeag Industries, Inc., from 1 to 5 
P.M., open to all persons who wish to 
learn this trade for a small fee. 

Leaders in the shoe industry of Man- 
chester have previously stated that the 
shortage of experienced stitchers is 
acute, and are advancing plans for a 
civic training school, which, however, 
will take some time to complete. The 
Irving company is therefore taking this 
immediate step to insure a constant 
supply of competent labor. Louis Taube 
will be in charge of registrations and 
instruction. 


WANTED TO PURCHASE 


SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-518! 


Buyers of Surplus Stocks 
trom manutesturers, or retailers, 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


Edwin C. Harvis 


MARBLEHEAD, MAss.—Edwin C. Har- 
vis, 77, retired executive of the old 
Woodbury Shoe Company, died here, 
recently. A well-known resident of 
Lynn and Swampscott before moving 
to this town, he was for many years a 
member of. the Oxford Club of Lynn 
and a life member of the Boston Shoe 
Associates. 

He leaves his widow, Charlotte M. 
Harvis, and two grandchildren, Vir- 
ginia and Eleanor Keithley, of St. 
Paul, Minn. 


mum charge, 75 cents. 
When a box number is desired 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undispla dvertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. oo 
twelve words should be added for the address. In all 


or y classified advertisements is $5.00 an inch with a maximum of 46 words. 
S* Advertisements for this page must be in our New York office on Friday of the week preceding publication “© 


charge, $1.25. 
other cases each word of the 


a OFIT and opportunity unlimited on my 
: | Book Ends and Instructions 
— very reasonable. Write—M. E. Watson, Belle- 
fontaine, Ohio. 
ue 
| PATENT ATTORNEY 
PATENT IDEAS BUY 
send Sketch or Modet Batire or Serples Wholesale and _Hetail 
A ADVICE tonians, Stetson, Red Cross, Nunn-Bush. 
FREE PATEN] IRVIN RUBIN 
| 
for ANY Invention or Trade Mark Phone Barclay 17-7887 New York City 
1 106 Duane St. New York 
Phone WOrth 2-5877 and 5378 
d 
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Shoe Man Named Secretary 
of State Fair 


Detroit, MicH.—Robert P. Buckley, 
veteran shoeman of Bad Axe, Mich., 
has been appointed executive secretary 
of the Michigan State Fair, by Gov- 
ernor Frank D. Fitzgerald. Mr. Buck- 
ley has been a “shoeman and show- 
man” for fifteen years, having held the 
secretaryship of the Bad Axe County 
Fair for that period—and he built a 
reputation for bringing the Fair from 
a $35,000 deficit to the point of financial 
success. 


Retailers Optimistic for ’39 


SPRINGFIELD, Mass.—After complet- 
ing a very successful year, leading shoe 
retailers here are looking forward to 
better business in 1939. Dealers point- 
ed out that there is an upswing in the 
industrial field, a field that the city 
depends upon a great extent for busi- 
ness. The reports from five leading 
stores showed an average of about 8 
per cent over 1937—a year that was 
very good. 

Lincoln C. Haynes, dean of Main 
Street salesmen, and treasurer of Morse 
& Haynes Co., said: “The year which 
has just ended showed an increase of 
about 4 per cent over 1937. We at- 
tribute part of the increase to a ‘clos- 
ing out’ sale we held during Novem- 
ber and December, the first sale of this 
kind we have ever had. On the first of 
January we had to move from our old 
location, because the building was being 
torn down and will later he rebuilt. 
When it is we will return to it. How- 
ever, our business would have been 
about the same as 1937 without this 
sale. Nineteen thirty-nine promises a 
bright outlook for us. Factories are now 
increasing production and many are 
beginning to re-hire help. This will 
make the year even better for us than 
1938 was.” 

Carl W. Blake, buyer for the shoe 
department of Haynes & Co., leading 
men’s clothiers, reported: “We had a 
very good year during 1938. The last 
three months’ sales enabled us to show 
an increase of about 6 per cent over 
1937, which was itself a good year. The 
outlook is very bright at the present 
time and we figure that the new year 
will be even better than the last one.” 

Thomas M. Mulvey, shoe buyer for 
Weeks, Inc., said: “The past year was 
one of the best we have seen in some 
time. We ended the year about 12 per 
cent ahead of 1937. With things the 
way they are now, and with business 
all around us picking up, I am sure 
that 19389 will be an excellent year for 
business with us.” 

William Driscoll, buyer for the men’s 
shoe department, Steiger’s Department 
Store, said: “Business for 1938 was 
about 10 per cent ahead of 1937 in this 
department. With payrolls in factories 
higher now than at the same time last 
year, and with other factories re-hiring 
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‘help, it seems to me that 1939 will be 


a good year for us.” 

Albert P. Stone, buyer for the wo- 
man’s shoe department at Forbes & 
Wallace Department Store, said: “We 
had an increase of about 10 per cent 
during 1938 as compared with 1937. 
The new year looks like a good one. 
It’ll be no boom year, but I think that 
everything indicates a year that will be 
slightly ahead of 1938.” 


Oldest Shoe Retailer Retires 


NortH ApAMS, Mass.—James Mar- 
tin, the oldest shoe merchant in North 
Adams, retired Feb. 9 from active busi- 
ness and sold his business at 20 Holden 
Street, which he had conducted for 35 
years, to Matthew L. Dempsey, clerk 
in the store over a period of 30 years, 
and P. J. Montague, of Northampton, 
a well-known shoe retailer in that city. 

Mr. Martin said he intends to take 
“a long and deserved rest,” but that 
his immediate plans are not definitely 
made. 

Under the new partnership, Mr. 
Dempsey, for the present at least, will 
continue to actively manage the store, 
while Mr. Montague will remain in 
Northampton. The business name of 
Martin’s Shoe Store will be retained. 

Mr. Dempsey practically “grew up” 
in the shoe’ business with Mr. Martin, 
starting his service 35 years ago work- 
ing half days while attending school. 
When he completed his course in high 
school he became engaged as a full- 
time clerk, retaining that position until 
the World War. Upon his return to 
North Adams Mr. Dempsey entered 
business for himself, but after three 
years gave up his own business and 
returned to the Martin store as head 
clerk. 

Mr. Martin has been associated with 
the shoe business in North Adams for 
nearly 40 years. Martin’s store has 
been located at 20 Holden Street ever 
since it was established by Mr. Martin 
and the late William Lamb, a promi- 
nent shoe merchant of former years in 
North Adams after the two men had 
bought out the Co-operative Shoe Store, 
of which Mr. Martin had been manager 
for more than two years. Mr. Martin 
purchased Mr. Lamb’s share after two 
years and since had conducted it alone 


Cold Epidemic Retards 
Detroit Business 


Detroit, MicH.—A flu epidemic that 
kept some 50,000 children out of De- 
troit schools recently, is playing havoc 
with Detroit shoe stores, a survey this 
week showed. Trade itself has drop- 
ped somewhat, as many people, not sick 
themselves, have been unwilling to go 
out in crowds for shopping. 

More serious has been the absence of 
about ten per cent of the sales forces 
due to sickness, a proportion confirmed 
by several store managers. 


BRANNOCK SHOE- 
FITTING SYSTEM 
4 INCREASE REPEAT SALES 
Satishied customers return 
@ ATTRACT NEW CUSTOMERS 
One tells others 
3 SAVE % OF FITTING TIMF 
Cut down try-ons 


Write ye 
and list of shoe factories offering Brannosk Devices 
at special cooperative 


THE BRANNOCK DEVICE CO. 
SYRACUSE, N. Y. 


ISING 


Clippings 


—here's how to get 


More Business! 


HE Vincent Edwards idea Clipping Ser- 

vice has over 2,000 satisfied users. Each 

order filled according to what you 
want: wholesalers usually request best re- 
tall ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clippi service and special 
short term trial r. 


New Colors in Demand 
in Denver 


DENVER, CoLo. — Conservatism in 
color choice seems to have broken down 
completely in this city and a rush for 
the new colored leathers has Denver 
merchants uneasy over the amount of 
their stock in these wanted types. Re- 
tailers are having a demand in excess 
of supply right now. 

So far, smooth leathers are outsell- 
ing all other for dressy pumps and 
sandals. Red, blue and fuschia are 
leading. 
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A PROVEN SUCCESS GUIDE... 
Nationally Known Retailers 


Are Successfully Using 


BOOTS AND SHOES 
BROOKS SHOE MFG. CO., Philadelphia, Pa. 48 
BROWN SHOE COMPANY, St. Lowis, Mo. 8, 27 
COLT-CROMWELL CO. INC., Stoughton, Mass. 38 
CURTIS-STEPHENS-EMBRY CO., INC., Reading, Pa.....................0.555 40 
DANVERS SHOE CO., Manchester, N. H. ......... 50 
ENDICOTT-JOHNSON CORP., Endicott, N. 5 
GILBERT SHOE COMPANY, Thiensville, Wis. ..............60....0000eeeee 1 
GREEN SHOE MFG. CO., Boston, Mass. Back Cover 
MILLER SHOE CO., THE, Cincinnati, O. 39 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind. ............ 7 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass. ...................... 6 
MUSEBECK SHOE COMPANY, Danville, Hl. 25 
NATURAL BRIDGE SHOEMAKERS, Lynchburg, Va. .......................- 31 
NUNN-BUSH SHOE COMPANY, Milwaukee, Wis. ...................... 3rd Cover 
PACKARD, M. A., CO., Brockton, Mass. ..............-.002---00eeccceeecees 45 
ROBERTS, JOHNSON & RAND, St. Louis, Mo. .....................00000005 42 
SAKS, M. J., SHOE CORP., New York City 46 
THE OLD MEXICO SHOP, Santa Fe, New Mexico .....................-0.055 47 
UNITED STATES RUBBER CO., INC., New York City..... we Front Cover 
WATERBURY, S., & SON CO., Brooklyn, N. Y. ....................000000005 34 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., New York, Boston, Philadelphia .......................... 33 
HUBSCHMAN, E., & SONS, INC., Philadelphia, Pa. .................... 2nd Cover 
KISTLER LEATHER CO., Boston, Mass. .................0cccccceceseeecece 29 
SILVERITE-GUTTERMAN, Boston, Mass. 
SLATTERY BROS. TANNING CO., Boston, Mass. .......................05 48 


TANNERS COUNCIL OF AMERICA, New York City ...................... 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


DU PONT, E. L, DE NEMOURS & CO., INC., Arlington, N. J................. 37 
HECKER PRODUCTS CORP., New York City .......... 35 
OSMIC CHEMICAL COMPANY, Brockton, Mass. 
SPAULDING FIBRE CO., No. Rochester, N. H. 3 
UNITED LAST COMPANY, Boston, Mass. ...............02-0020ecccceeeeees 36 


UNITED SHOE MACHINERY CORP., Boston, Mass....................... 


STORE EQUIPMENT AND FINDINGS 


BRANNOCK DEVICE CO., Syracuse, N. Y¥. ..............0cccccccceccceeeees 55 
BROWN, CHARLES HENRY, & SON, INC., New York City ................. 56 


Send your order or X-RAY SHOE FITTER, INC., Milwaukee, Wis. ...................0000000000. 


MISCELLANEOUS 


shrinking irons for 
BARIS SHOE COMPANY, New York City ............ 50-54 
HOTEL BENJAMIN FRANKLIN, Philadelphia, Pa. ......................... 34 
— KIRSCH-BLACHER CO. INC., New York City 54 


MARBRIDGE BUILDING, New York City ........0.00..0..660606000ccecceee 51 

CHARLES HENRY BROWN POLACHEK, Z. H., New York City ..............0000ccccceeccceeeeeees ae 

RUBBER MANUFACTURERS ASSOCIATION, New York City .............. 6 
Bldg. 47 West 34th New York 


VINCENT EDWARDS & CO., New York City ...................0020000054. 55 


MAKES ADDITIONAL SALES 
“The results obtained from our trial of 
the first iron was so satisfactory that we 4 
bo ; have now purchased the irons for our 
various departments in our eight floor 
“We are able to make many additional 
a sales by using the Shoe Doctor Shrinker | 
to take out and prevent reins and full- 
ees ness around the tops of all ds of shoes, j 
oie as well as to take care of the many com- 
plaints such as preventing the heels of 
i shoes from slipping, removing wrinkles in ‘ 
the Malngs end many other woes.” 
46 MAROTT SHOE STORE, Indianapolis 
STOPS COMPLAINTS 
ae Se “We feel that this is « piece of equip- ; 
hi teat chould be in every ches store 
to help stop the kicks.” 
S. J. BROUWER SHOE CO. 
Milwaukee 
ee “It has not ed us quite a number 
in satisfied a oat number of customers. We 
would not be without one of these Shoe 
Doctor Shrinkers.” 
— McHENRY’S, Zanesville, Ohio 
ro 1 erly that we do not use any more non . 
=. slips or counter linings.” 4 
R. H. FYFE & CO., Detroit 10 
These excerpts are from but a few of 
many letters received from prospering 
oe shoe retailers all over the country who ‘ 7 
= use Shoe Doctor Shrinkers and Shoe 
2) ae Doctor Fluid to shrink leather and fab- 
aS ric shoes and lining safely and scien- 
tifically. 
oa Increase YOUR sales and profits with 
this equipment. 
details. Take ad- 
vantage of combi- 
nation offer — both Pp 
| 
| 


Made by 
ROSENTHAL & DOUCETTE, INC. 


Comre-hither fashions for the pirouette 


of pretty feet .. . destined to snare admiring glances. Feather lightness and grace because they are 
Compo Single-Sole Shoes (Sbicca-DelMac). Flirtation Shoes belong to that distinguished list of First 


| Families in Footwear whose magic is wrought by Compo Equipment and Adhesive. 


COMPO SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 


TRADE MARE 


WHITE MELLO 


WHITE MELLO 
PERLE KID 


WHITE CALF 


Turnover! Sure Profits! 


Sound Shoes! Certain 


Leathers! 


Safe 


$9.00 per Pr 


Kew York. NY. Ratered a class matter November 28, 1963, at the Rest ta Philadsiphia under Act of Mareh $1878. 
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Today's modes are lighter, smarter, and 
skeletonized. Greatly increased strength in 
the shank is essential. UNISHANK — a per- 
fectly moulded unit — insole, steel, and re- 
inforcer — gives exactly the added support 


required. 
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UNISHANK 


Two decades ago fashionable shoes 
for women had plump outsoles and insoies 
and three square feet of uppers to the pair. 
A light piece of steel was shank enough. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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When we introduced these colorful, durable, 
comfortable little shoes, we predicted they'd 
sweep the country. And how they sold! Women 
bought two, three, four pairs at a time, to wear 
with different clothes . . . for sports, for work. 
for play. and even for general daytime wear. 


Now the new 1939 SUN-KIX are here . . . styled 
up with all of fashion’s newest tricks for Sum- 
mer... IN STOCK for instant shipment of one 
pair or hundreds whenever you need them. 
And we promise you now that they'll sell like 
hot cakes as soon as the weather turns warm! 


Whether you operate a bargain basement or a 
retail chain . . . whether you're a jobber or a 
retailer . . . you can do a smash volume on 
SUN-KIX in 1939. Place your order NOW... 
and remember that Endicott Johnson makes the 
ONLY play shoes with the healthful, Standon 


ENDICOTT, N. ¥. 


t tar ST. LOUIS, MO. 
gant NEW YORK CITY 
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